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To all our many friends in Display, 
we wish a very Merry Christmas and 


a New Year of Joy and Good Health. 


With the turn of the year, we'll be stopping by to see you personally — to wish you well for 
‘59 and to show off our brand new lines for Spring, Easter, Mother's Day, Dad's Day, 


Vacationwear and Cotton Promotions. Look for us in January and February. 


—thiths INCORPORATED 2516 W. ARMITAGE AVE. CHICAGO 47, ILL. 
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DIMENSIONAL 
INTERLOCKING WEDGE 
DECOR-VAC PANELS 


TRADE MARK REG. U. S. PAT. OFF. 


A beautiful, modern design that catches light and reflects 
shadows in a most exciting manner. Adds character and di- 
mension to surfaces otherwise flat and uninteresting. Reversed 
wedges are placed side by side in repeat prismatic design, in 
deep dimension, vacuum formed in one piece of plastic. 
Excellent for architectural decor as wall coverings, dados, 
dropped ceilings. For covering surfaces of old cabinets or fix- 
tures. So flexible it is easy to wrap around large columns. Create 
display arrangements for windows or interiors, spot displays, 
merchandisers. 

Made of good quality, heavy Flame Resistant plastic, can be 
used indoors or outdoors. Can be joined for treating large 
areas by simply overlapping edges, no matching necessary. 
Kasy to cut and fit, to finish in any color. Apply with staple 
gun or Ceramic Tile Adhesive. 


YOUR CHOICE......3 SHAPES, 3 SIZES......PER SHEET. $15.00 
PER DOZEN SHEETS......$150.00 








NO. 3028—UPRIGHT INTERLOCKING 
WEDGE. Sheet 54” high, 36” wide, 10 wedges to 
sheet, each wedge 2” deep from pointed front to 6” 


width at back. 





NO. 3029—UPRIGHT 
INTERLOCKING 
WEDGE. Sheet 54” high, 
36” wide, 6 wedges to 
sheet, each wedge 6” deep 
from pointed front to 10” 
width at back. 


* 
* 


NO. 3027—HORIZON- 
TAL INTERLOCK- 
ING WEDGE. Sheet 
36” high, 54” wide, 17 
wedges per sheet, each 
wedge 2” deep from pointed 
front to 6” width at back. 
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THE COVER 
Creator of the good ship SBF which 


graces our cover this month was J. T. 
Chord, the imaginative display director 
for Stix, Baer and Fuller, St. Louis. The 
precious cargo—all neatly tied with gold 
satin ribbon—rests securely in the hold. 
We're sure that January White Sales 
such as this will weather any gale. 


a 
OUR NEXT ISSUE 


By the time the February issue goes 
to press, judges of the 1958 International 
Display Contest will have plunged into 
the thousands of entries and come forth 
with the winners, who will be announced 
to the fanfare of a thousand trumpets 

. The new Jordan Marsh store at 
Peabody, Mass. will be praised as it is 
photographically portrayed . . . Many 
other words and designs of wisdom 
packed between the covers of the Feb- 
ruary issue... in the mail January 20. 
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Pass This Issue Along 

You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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One Stop e e e for your sign needs 
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SIGN MACHINES 
and supplies 


te eecedesiieit 


SIGN MACHINES ... The Line-O-Scribe comes SIGN EASEL and SCROLL HOLDERS ..... in all 


in 4 sizes and 8 models, using standard metal and 


brass, come in a range of sizes to handle all the 
wood type, prints any cuts or half tones. 


sizes normally used. 


CARDBOARD .... All colors. 6-ply coated 2 sides CARD HOLDERS 
and 14-ply finished one side. Best quality, sheared . 
to all wanted sizes .. . Scroll paper, too, in 5 colors. 


Conventional chrome 
finishes with flat or round bases in the full range 


of sizes. 


INKS .. . Fast-Dri inks that come in every color, REQUISITION FORMS... that show your people 


special shades mixed to match any sample. Dry in how to write good sign copy, controlled by layout 


2 to 10 minutes. Do not set on type or rollers if and lineage, design based on research and copy- 


left on, can be easily cleaned anytime. righted. 


CLEANERS ... Type and Roller Cleaner for use 


with Fast-Dri or similar inks. Leave rollers in 


SALES and SERVICE ... Our national sales 


organization is qualified and ready to help you 
clean, dry condition for next use. Hand Cleaners 


with an aggressive sales promotion program in 
that remove any ink and keep skin soft. 


vour store. and our company wants to serve you 


TOPPERS and IMPRINTED BLANKS .. . for faster and better. 
we) sales and special events, speed up signing for sales 
and give your merchandise the extra-value appeal. Write for New Catalog M59 on 
Line-O-Scribe sign machines 
yz) CUTS and DESIGNS .... Attract attention, sell y 


mn C5 é and supplies. 
OX > extra merchandise . . . for special promotions, 
Mother’s Day, Dollar Days, Christmas, etc. 


m~ TYPE... All the standard styles and sizes plus . . . lhe Orca (o 
Ss | ° 


7/ exclusive studio lettering, Beaufonte. Bellaire and SN MA SCHINE 


Beaux-Art type in display sizes. 4510 N. RAVENSWOOD AVE. CHICAGO 40 
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It is the Biggest 
Sales Hit in Years! 


It's the pants display unit that mer- 
chants want...and... our orders 
prove it! It’s Sel-O-Rak’s biggest sales 
hit in years! 


Think of it... 
over 300 Chrome 
Slack Arms 


Attractively and orderly displaying 
trousers and slocks for quick, easy 
selection. Actually the PR300 is a com- 
plete . . . easy-to-stock pants depart- 
ment in only 12 square feet of space! 


WRITE NOW FOR NEW 


el-o-rake 


CATALOG 


AMERICA’S “TOP SELLING” LINE OF 
MERCHANDISING DISPLAY FIXTURES 


SEL-O-RAK CORPORATION OF AMERICA 
3580 N. W. 52nd STREET, MIAMI, FLORIDA 


Gentlemen: Please send us the 
, New 1959 SEL-O-RAK CATALOG. 
-0- ” lil 


COMPANY NAME 


It shows Sel-O-Rak’s complete line of 
low cost... sales boosting, self-service 
display merchandisers. Where there's 


business ... you'll find Sel-O-Raks!!! 


ye oes Sd ~ 1 avpress 
3580 N.W. 52nd Street + Miami, Florida —— 
CITY STATE 


DISPLAY WORLD 





Accepted at the NALi Show! 
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Unique raised 
treatments and novel 
designs in decorative 
background and 
flooring papers .. . 
textured to impart 
( “feel” to your display 
‘ . colored to blend 
— and accent the mood of 
There's always something new Spring. 


Samples now available 
from your jobber or 
distributor. 


5925 Broadway, New York 63,N.Y. Division of Cellu-Craft Products Corp., New Hyde Park. N.Y. 
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Make Your Own Palm Trees 


To Any Desired Height 


Here is a simple, easy-to-use kit which is 
light. inexpensive and extremely practical for 
making your own palm trees. 


YUCCA STEMS 


1 trated 


mak inhy 
ND-259 th — 
aye ag agg 1 .9D 
N D-175 ' } | ! 7 = 
|; 7? long ‘a e 6.95 
ik Gene | ied $2.95 
N D-94 n. as =e 

f it long e 1.75 

. py ; 4 | (| $ | D5 


: 
Photo at right shows a complete tree made 
of yucca stems and areca leaves and wire com- 


ponents shown on this page. Yucca stem fits 


over U-shape prong in holder. Palm leaf 
holder is fitted into lop of yucea stem. Areca 
palm leaves are inserted into leaf holder. 
Entire unit requires no weights or guy wires. 


€@ CYCAS PALM LEAVES 


Natural preserved green cycas palm 
leaves 
. ND-288—Size 24 to 28 in < No. TH-85 — Yucca 
i) $2.50 , : $8.50 Stem Holder Complete 
WIRED | ND-289—Size 2: 39 unit consisting of upright 
ARECA PALM LEAVES 5 $11.00 U-shape prong 8'2 in. long 


. 2 and round wire base 22 1n 
\reca or semi-tropical palm . ’ ; 


icaves, pre served by al yery . ‘ , ] $12.59 D, gy nonres $39.50 
uperior process which retains No. ' 6 , ae mene 7 Gg 
their tull beauty and livels : ” , ).. $15.00 _— _ 

kach leaf is wired for 

flexibility The illus 
tration at extreme right shows 
ow these leave s mav he nsed 
with yucca stems and base to 


No rH R5.A ° ot wel a sage r a tree | vty ices 
} ” Ale ol eaves oniy 
Palm Leaf Holder @% 
tlexstole Vire 














IX to 24 in 


7 doze 1} $7.50 
weilce ! 


rod 
$39.50 


$11.00 
$3.95 / 7 ) 


ernie 


$8.95 


$13.00 





FLAMEPROOF 78 ROW QUALITY RAFFIA GRASS MATS 
No. X-137 The finest quality ratha grass mat Closely spaced 1 

of trimmed, short, emerald green rafha grass blades sewed to a base 
of heavy green dyed burlap. Machine made by a new process 
insures a uniformly thick mat with rows sewed the lengt! 


whicl 
nstead 
the width of the mat Klameproot. Size approx. 39 11 py ew 
wide by 70 in. long Singly, each 4 1. id 
Per bale of 25 mats, each mat $4.25 
No. X-179-—F lame proot grass mat ol the same qualtts ! onstructi 
above, but smalle: Size approx. 40 in by 60. 1n IP « oe 
bale of 25 mats, each mat.. $3.75. Singly, each $3.09 
No. X-469—Mat of the same quality and constructtio: - above, but 
made up in rolls 39 in. wide by 10 yards (30 ft.) long ec £ 
78 row quality. Per 10 yard roll $25. 0 
NATURAL, STRAW COLORED, 78 ROW RAFFIA GRASS MAT 
No. xX -49 Made ol 7® close ly spaced rOWS ot natural, ~traw colored 
rama grass as the realistic appearance ot natural lried 
Kows, running the length of the mat, are sewn to a heavs 0 ( ond 
burlap backing. Size 39 in. wide by 72 in. long. Eacl $4. ID 
GRASS MATS MADE TO ORDER Any Size 


Rectangular or square grass mats can be 


grass 


made ti it rdet } 


specification. Be sure to specify the exact dimenstor 


na 
i) ~ . 
> 
( ost, per square woot 50 


F.O.B., Ohio Factory Allow 1 week tor 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. 


‘ 


ST. LOUIS 3, MISSOURI 
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Facial decor is ‘alive’ with fashion brilliance 

. eyes, lips, brows...every detail custom- 
coordinated to your taste...topped with new 
Vogue-inspired coiffures in fascinating blend- 
ed or tipped hair colors! 


jv dl 


AY) 


studio beau monde mannequins 


“above the world in refinement’’ 





THANK YOU, Display Directors... 
for giving ASTRAL mannequins a 
TRIUMPHANT DEBUT! Your switch 
to ASTRALS has given them an ex- 
citing debut year, and insured the 
continued success of the only really 
new mannequin on the market! 


To quote one important Display Direc- 
r: “ASTRALS are the finest expres- 
sion of the Molded Look...the only 
mannequin that makes ANY dress 
look like it just came off a fashion 
illustrator’s drawing board!” 


See Astral mannequins in vour 
Korrect-Way distributor’s show room 


Write today for photographs of the newest 
group of ASTRAL mannequins. 


bean moude 


DIVISION OF 


" Fi 0 
weucan Fixtwe Due. 
2300 LOCUST ST. «e ST. LOUIS 3. MISSOURI 


NEW YORK OFFICE: 


Delicately sculptured hands impart a touch of grace. 
11 West 42nd Street New York 36, New York 


so exclusively ASTRAL .. ."grace’’ dramatically repeated 


CHICAGO OFFICE: in every body plane and curve! 
220 West Adams Street Chicago 6, Illinois 
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INSTANT DRYING 


DISPLAY MAN | zz 





for the 


) DISPLAY MAN 
SOFT COLORS THAT 
3 PRODUCE A VELVETY 


IN GIANT 16.4 027. CANS rNISH 


RECOMMENDED FOR USE ON: 


e® WOOD @ RUSCUS @ PAPIER MACHE 
@ GLASS @ RIBBON @ PLASTIC FOAM 
@ PAPER @ ARTIFICIAL FLOWERS @® BACKGROUNDS 
@® CLOTH @ PLASTER OF PARIS @ OAK SPRAYS 
@ METAL @ DISPLAY STANDS @ ETC 


YOUR CHOICE OF 18 COLORS 


@ GRAY @ RED @ EMERALD 

@ MAIZE @® AQUA @® NO 2 BRIGHT GOLD 
@ SILVER @ COPPER @ ORCHID 

@ MOSS @ NILE GREEN @ FUCHSIA 

@ GOLD ee ae a eee, ee LS 

@ BRT GOLD @ LT. BLUE @ AUTUMN BROWN 


@ DARK PINK | ILLUSTRATION x 


Also Available in White, Clear and Black Gloss te SAME SIZE Ls 
White and Gloss Black Lacquer bal AS 16.4 OZ. : ie 
_CONTAINER sia 


A A ieee tt 


> GET YOUR FREE SAMPLE CAN FROM YOUR 
DISTRIBUTOR 


NAME........ 
TI stcctissuininieaapininamunniants 


Nee re 
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turn on 

sales... 
when you 
turn on... 
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BEAMSPOTS AND SWIVELITES 


Turn up the excitement with versatile Beamspots ! 


There’s a Beamspot for your floor—wall—ceiling and hidden 
cove to dramatize your best efforts! There are Beamspots 
in a variety of styles to fit your every purpose! Choose from 
Beamspots, Super Beamspots and Pin Beams... with floor, 
bracket, trolley and twist-on mounts. Amplex Slide-A-Light 


units are perfect for versatile installations in most windows. 


Swing into exciting lighting with adaptable Swivelites ! 

From canopy-type general purpose lighting to the aimed 
light of extension model Swivelites, you'll get more for 
your lighting dollar with Amplex. Double-ball swivel de- 
sign gives you instant fingertip positioning. Smart, lustrous 
Permacote finish gives lasting satisfaction. 

Write for the name of your nearest Amplex distributor. Sold 
by America’s leading display suppliers. 


® amplex corporation, Dept.DW, Glen Cove Road, Carle Place, L. I., N.Y. 
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Any way 
you use it--- 


i's SELL-SATIONAL! 


39 oy UR ae tebe bE eee) 2 ee ce ee) eo) By 2 
New Starlite Table with 4 Sepanate Adaptations... designed to move merchandise 


(Table without accessories) 

Nothing ever introduced in the display field The Starlite Merchandise Table has self-leveling 
has received a more enthusiastic reception ONLY Noor glides, brass ferrules for kick-plate protec 
than The Starlite Merchandise Table! Field $9950 tion, 2” deep hardwood rim, and is finished tn 
reports from every type of retail store show beautiful Blonde Tan Shor-Tex ... with legs of 
that this unit moves merchandise in big vol- Frost Walnut finish. Manufactured by the 
ume. Display managers like The Starlite be- 25” x 49” makers of the quality “Shorcase” fixture line. 
cause of its smart lines, its easy assembly 30” x 60” size IMMEDIATE DELIVERY. 
(which permits seasonal displays), its sturdy only $3950 DEALERS IN PRINCIPAL CITIES 
construction, and its versatility (superstruc- 
tures may be added within minutes for selling DISPLAY CASES & TABLES FOR EVERY NEED! 
any merchandise! ). 

Stores sell more with 

Displays by 


SHORE WOODWORK CO. 
SHORE 40TH AND WESTMINSTER AVENUE, PHILADELPHIA 4, PENNA. * EVergreen 2-7340 


WRITE ILLUSTRATED LITERATURE TODAY 
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We ali agree that there can be no holds barred in the annual 
battle for the increased display budget, but why do the display 
departments always single out the advertising departments as their 
personal rivals for funds. I suppose that this internal feeling has 
been engendered by the false assumption that advertising and display 
operate in their own individual channels and are in direct competition 
for every customer that enters the store. . Indeed, this is what 
enthusiastic supporters for each side are sure to contend. 


While the narrow-minded displayman believes that no passerby who 
stops to look into his show windows has ever seen any of the store's 
newspaper advertising, the adman is convinced that his singular efforts 
are responsible for every sale made in the store. 


Contacts between the two departments, in many cases, don't help 
matters any. Lack of consideration leads to such phone conversations 
as this: "Say, I thought you might like to know that next week the 
advertising department is setting up a terrific sale of white goods. 
Maybe you would like to toss together a few displays here and there." 
This situation could as easily have originated with the display depart- 
ment. 


Such attitudes as this result in each department adopting a 
lone-wolf or we'll-show-you stand that fails to achieve the results of 
properly coordinated efforts, and touches off the inter-department 
rivalry for funds. 


The problem of correcting this imbalanced situation falls upon 
store management, where responsibility for allocating funds to the 
various departments really rests. The officials must understand the 
multiple phases of selling in modern retail stores. Selling is not a 
Singular function; advertising, display and personal salesmanship have 
their own contributions to add to the resultant ring of the cash 
register. To achieve maximum results, no one phase can afford to be 
slighted. 


In brief, these elements of selling are broken down as follows: 
Advertising has the job of planting the initial purchase motivation in 
the mind of the potential customer. Display must follow-up by providing 
retention and amplification of this motivation. The salesman must 
Supply the final clincher for the sale. And over all, the store's policv 
hovers as a comforting mantel of reassurance, which earns the customer's 
trust throughout the entire selling operation. 


How management achieves this correct balance of sales-producing 
functions is its primary problem. There must be an awareness of modern 
advertising fundamentals, the most effective display practices and the 
latest sales methods. By having a basic knowledge of all three, 
management will be better able to weigh each on its own merits and 
distribute the funds so as to assure the best sales results. Obviously, 
an official would think twice before chopping a barely adequate 
advertising budget to augment an inadequate display budget or firing a 
few salesmen to gain funds for both. This simply isn't realistic. 


On the other hand, the displayman cannot expect to rightfully 
earn his place in the sun with a substantial (Please turn to page 56) 





ERY SELDOM do we devote Riverside J. Howard Schneider, lic 
The Crescent, 


avenue windows to silverware, but this 
display served as an introduction of another 
famous brand added to The Crescent’s fine 
collection, Towle Sterling. I particularly 
selected this as my favorite of 1958 for 


Spokane 


DISPLAY WORLD again greets the new year with its annual ‘'Dis- 
plays on Review,"' presenting the favorite displays of the yeor as 
chosen by some of the world's most prominent displaymen. Represented 
in these 15 pages are 34 cities in the United States and three foreign 
countries, giving a pictorial cross section of the 1958 world of display. 

A noteworthy revelation is that more than half of these favorite -— 
not necessarily best — displays are of women's wear, although none 
of the foreign entries were of this merchandise. Many displaymen 
mentioned that one of their reasons for selection of their favorite was 
because the display proved capable of selling merchandise and pro- 
duced gratifying results for the store. 

This is the fourth year that this feature has been compiled. The 
efforts of these participating displaymen are sincerely appreciated and 


our congratulations are offered for their splendid selections. 
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its stark dramatic beauty and the direct way 
it conveyed its message to the shopping pub 


Foremost, because the merchandise was 
not overpowered by the props, and the added 
depth achieved by the black background and 
floor. The overall display created an air of 
dignity and elegance pertinent to a presenta 
tion of this medium 


A. J. Roeder, W' LIKED this Easter window, which 
Wm. H. Block Co.., was 


quite a conversation piece around 


Indianapolis town Amid clouds ot angel han 
the palms and kaster Ihiltes, 

chanical angel seeming to play the harp music that 

out to the street, achieving a beautitul ettect 


i ttt i 





Charles Gallagher, 
Lichtenstein’s, 
Corpus Christi, Texas 


A’ EXPRESSION 
(1 


elegance 1S 


shown in this” series 


of five windows 


brom — the jewelry to the dimensional 


modules, all in a perfect blend of harvest 
(ustomer comment prompted us to select 


i our favorite display for 1958 


James F. Burnside Hk Fk. BL. ROGERS “Silver Festival’ 
Hochschild, Kohn & Co. window display is our favorite of the 
Baltimore vear. We have chosen this window for its 
composition, rhythm and merchandise pre 
entation. Gaiving this sales window a flair toward fashion, we find it 
reated an extra amount of interest. The white display props against 
a black background, black simulated marble floor and platforms, gave 
the silverware a sott and unusual finesse, both display-wise and 
merchandise-wise, Overall daylight blue filters gave the silverware 


i parkle White lightine brought attention to the sien 


Thomas B. Comerford, () HELP celebrate Lit Brothers’ 67th 
Lit Brothers, 
Philadelphia 


Anniversary Sale, featuring old-fash- 
ioned values, many brand name manufac- 
turers loaned us their collection of antique 
merchandise to be displayed in our 58 display windows and our 
interior displays. Old-fashioned costumes from the early 1800s to 
the ‘20s were also displayed in our interior and windows. Both 
customers and management were pleased with the promotion. 
Management awarded to the display department a gold plaque for 
the greatest contribution to the success of the sale 


Charles A. Merrill, LR FAVORITE display tor the year was o1 
S. Kann Sons Co., coordinated bathroom against 
Washington, D. C. panel covered in green marbleized papet \1I 

brass fixtures were used for draping towels and 


accCe¢ ssories 


shower curtains (he abstract figure was draped, using the actual 
bath size towels. Flooring was covered completely with black wood 
chips. Clean lines, simplicity of design and a minimum amount ot 


merchandise proved good selling points for this window 


DISPLAY WORLD 





Frederick A. Bower, HE STATEMENT “More 
Barker Bros., 
Los Angeles 


Fashion Than 

Money” prompted Barker Bros. to pro- 
duce the evidence. To do this, a store-wide 
promotion and a series of windows introduced 
a selection of gifts tor the bride during May. With the use of sun- 
light yellow, white and spring green as colors, and white daisies, 
a theme was carried throughout the month. Barker Bros.’ 22 dis- 
play windows presented coordinated furniture and accessories for 
the bride’s selection. This enabled her to express her preference 
in decor and make the selections from a decorator’s choice. This 
convinced the public that it is possible to achieve good fashion on 
a limited budget, which 


proved to be my most interesting accom 
plishment 


s ¢ lecte «| thus display 


Joachim Omneczinski, | 


Nicholas Ungar, Inc.., 
Portland, Ore. ern 


the unusual use ot ply 
wood with wire in connection with the high 
fashion hats The colors ot the mdirect 
lighting were blue and PTect lhe effect (>) 
this window brought a huge success 


because ot the mod 


hackground, and 


s, we have done 


Julius E. Steinberg, ie MY 32 years at Filene’ 

Filene’s, many things which attracted publi attention 

Boston and praise, but never has any display caused 
such deep felt apprectation and interest as thr 

display in tribute to the late Pope Pius NII lhe big tactors 

Qur window was complete and open to the public at 4 

morning altel the Pope died: the elegance with which the 


was executed: and also the tact that we were the 


vere 
ATi 
dis 
only Lore 

had a lite like bust of the Pope, at original Which we had 

Phas type ol display pomts up the tact that thr pully eX pes 
appreciates a store which has public interest m mind im add 
to serving as a source of merchandise presentations 


Joseph T. Sjursen, Y REASON tor 
Frederick & Nelson, window 
Seattle 


choosing this particular 
is quite simple. I think that it 
tells the story of the trapeze look in apparel in 
an uncomplicated manner through the use of 
shapes, repetitious words, and the stylized version of 
The background was covered with seamless pink 
extended across the floor. 


a swing 
paper which 
The figure is standing on the seat of a 
suspended trapeze shaped trom iron rods and painted black. The 
reader cards and black shapes on the floor further emphasize the 
trapeze shape 
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William Meissner, W' WHO live in Southern California are Clement Kieffer, Jr., I have selected a window that deviates from 
Ohrbach's-Wilshire, fortunate in that our clime can be termed Kleinhans Co., our usual one-price, one-style type ot mer- 
Los Angeles a year-around vacation land. Activities of the Buffalo chandise presentation primarily because it sold 

desert, mountains and seashore are but minutes hats. Each group of hats was given a name 
away, and this theme was the motivation for a series of sportswear and a small placard was placed near each unit. It gave the 
vindows, one of which I have chosen as my favorite display of passerby an opportunity to choose his color, style and price with 
the year. Each of the windows was devoted to a different locale ease. The graduated row of hatboxes presented the effect that 
Rackground art work set the scene and painted cut-outs gave a they contained the hats that were displayed on them. The cards 
three-dimensional teeling to an effective and realistic merchandise at either side bespoke the craftsmanship and quality. A whimsical 
presentation messenger boy is holding a miniature box and gift certificate to 

heighten the effect. 


Virginia Paxson, I liked our corner window on “The 
Marshall Field & Co., Japanese Influence in Today's Living” 
Chicago because | believe we achieved a happy 

marriage of authenticity and modern 
adaptation. The use of modern Danish furniture with antique 
Japanese accessories combined in a modified Japanese-type setting 
created the mood we were striving for. I like the real, the genuine, 
the natural. This window had all of this even to the tiny pool 
with its growing plants set in the interior side, shown through the 
opened sliding doors in this photo. Today’s living is just this 
natural, easy, real, but, at the same time, elegant. I believe this 
window successfully showed this. 


I LIKE this display because it 1s_ the Adrian Delsman, in elevators without operators. This dis- 

Olution to i very dithecult problem ; Famous-Barr, play, in the color scheme ot white, coral and 

it dramatizes the opening of a bank of new St Louis silver, against the black background, told 

automatic elevators. It was desirable that the complete story of these elevators and 

the public know and understand them as did a wonderful job of pre-selling them to 
much a possible mm order to avoid contusion and the natural reluctance ot people to ride the public. 
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HIS 


window 


Cogswell Cromwell, 
Davison-Paxon Co.., 
Atlanta 


1s 


FAVORITE 
repre 
sentative of our effort to 


feature our homefurnish- 
ings event and is one of 25 windows, all of 
manner, 


treated in a 
fashions in 


which 
showing 
schemes to go with the 


were 





OUR WINDOWS two in 
shades of pink and orange, and two in 
and The 
painted and the chickens 


were used: 


blue green. chicken crates were 


were constructed 


of cut tissue paper, pasted to a cut out torm 
The floor was sprinkled with wood shavings 


and a sheet ot chicken wire was stretched 


across each window. The copy read: “Be a 


‘eo 
| \ 
2 





similar 
comparable 
furniture display. 


smart 


trom Ohrbach’s.” 


dow ~ 





color 


chi kk 


Was 


Codie 


A. B. Hvorslev, 
Ohrbach’'s, 
New York City 


yout 





‘countrified: 
The feeling ot these 


ec anne enna ae 





ap e* = 


ema 5 is K s aad 
CUR eV Sli iy inte wails At | 


PS ONLY 
I \e 





J. T. Chord, 
Stix, Baer & Fuller, 
St. Louis 


once im ever so many Display 


es that an opportunity comes along 
bringing with it a chance tor 
“trathe 


Trunk Showine. 


display to really 


have tun producing a stopp | Sit 


was the case with our Puritan Sweatet Since th 
promotion built 


trunks in every window display and sales area. The 


was around a “trunk showing,” we introduced 


display ich 
'T he 


who isnt 


COpy which read, ‘Bare 
Man, of 


This is your invitation to see the biggest sweater lin 
Puritan 


developed from the window 


Facts are: It 


sign 


you are a sweatel Boy. and 


im the country 


and to select your sweater wardrobe tor Fall. Over 200 


different sweaters from which to choose.” 
We designed and had produced in St 
lac hy 


to pull OVE tir CO; 


Lous, the wire 


window 


neure 
used in the center ot each window merchandised a 
different 
vest models 


type ot sweater, trom bulkies 


Brass display fixtures were used on the ends ot 
literally 


Was printed ot) plasty 


“spilled” out. ot 
attached to 


window while other sweaters 


The COPY and 


foot 


locker. 


ot the lon ket 


ROY AI 
oldest (>) t hie 


Georg W. Peier, HI Danish Late Guard 
Crome & Goldschmidt, 


Copenhagen, Denmark vears’ jubilee 


world, celebrated 1 18, 
\mong 
retrospective ¢ 
visited by 


this veat other al 


rangements <hibition 
lhis lasted 


50,000 people, among many American tourist 


VW as ai 


in the Royal ( ate. two months and wa 


(Jur display depart 


ment was in charge ot the whole aftan l'niortunately, you cannot 


see the colors. hut as Ole ol our mre Wspapel wrote  . Wal al 


picture shows the 


from LO58 to JOS& 


explosion cpt colors!" L lias throne Vit! 


tronal arms and the unttorms 


ited la) thie merchanadl 


accents oy Ct papel ana 
perfect complements tor tl 
unusual combination 


bycac } 


denim. mir 


and iz Klures ci] both ore 


separates merchandise made us teel that 


win AlN nY lil Tile ! wmicce hi] 


of lightness and airiness, best veal 


* Rag GF Me 












Heinz 


bine SELECTION is a departure trom pre 
vious selections im that it 1s an interior display 
display. | guess the main 

unusual and whimsical 
apezio Shop 
Ray 


Frank Foyt, 
Sakowitz Bros.., 


Houston a window 


mistead ot 
reason tor my choice ts the 
heen developed im display in 
yiving it a 
might add the colors in 


and { ombinations 


Which has oul 


a strony 
sc oT reeling 


nature 
play on vivid colors bright and 


also 


of unusual variety 


: ‘wes 
= ma = i em 
= a 
eb ev ¢ aes, aaa 


window 


a 
 — 


M° FAVORITE display shows a 
with light reading and = scientifiy 


Sittard, 
Kauthof-Darmstadt, 
West Germany 


books 
parts of thei 
following 
well-read.” Thi 
effect in 
could 


heveled upper 
pasted with the 
better to be 
Sugpvestive 
figures We 
This window ts 
Which turthe 


lhree men with 


bodies are text 


‘take one along with you it 4s 
mOookKS Shown om thre Open hands produced ad VOTY 
arrangement otf these 


combination wath the 


vatch that thre 


done jt) sCa 


influenced 
plattorms on 


were most 


white he 


Passel shy 
green and 


offered are in red 


selections are 


themselves are 


Sulli- 


*ARLY 


did 


Earle W. Pratt. 
Strouss-Hirshberg’s, 
Youngstown, Ohio 


andl 
mer we 
ot windows showing, in 
outdoor living 
[ especially 
had depth and 


series 


general, 


\Mlv favorite was one of them. 
like this one as it was simple, 
had customer interest 


color and 


Fg ts 


I have chosen this 
window as my tay 


reasons 


Hugh McWilliams 
Frost Bros.., 


San Antonio, Texas three 


orite for 
its lighting, 
Way it new 
merchandise is highlighted 
in colored lights focusing all the 
merchandise. 


simplicity 


and the shows the silhouette 


Note the 
props are 
attention on the 


and 
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Richard Ernesti, 
Miller & Paine, 
Lincoln, Neb. realistic setting which was 





HIS WEDDING recep 


tion window is an airy, 


part of a group tor a bridal 


promotion. It 1s my favorite of 1958, 


Ivan B. Diehm, Y REASONS for select 
Braunstein s, ing this as my favorite 
Wilmington display tor the vear is be 

cause of its versatility. The 
display teatured millinery the first week 
and accessories the second week, and is now 
in one of our branch stores adapted to the 


entire (Christmas season 


Herman Schlipphacke, — FAVORITE window proved a good 


wnt of attraction, displaying traveling 


Kaufhof-Cologne, 
West Germany rugs made ot a synthetic fiber These rugs 
are very light, warm, soft and resist weat 
and tear. The presentation of the poodle playing with the rug 
illustrates to the customer the tact that the rug is rather solid. All 
these advantages were put forward also in the inscription of the 
window 

From a German pomt of view, this window has been created 
with rather slight merchandise, but the colors of the rugs are 
bright and beautiful that they are a means ot attraction to the 


customer ‘| his window. Or course, proved te bye AT} etter tive Sé lling 


aid and resulted in good sales ot this article 
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Russell D. Shaw, HIS WAS my tavorite window 

Dickson & Ives, because it is an outstanding example ot 

Orlando, Fla. lavorite display technique Usthip a pamites 
scene im the background to create )] al 

mosphere tor the presentation of the merchandis Cobstrur 

the hut with bamboo frame, thatched roof and walls of rattan 

Hawatnan grass mats. In the “window box” we placed 

tropical flowers of red and yellow lhe native figures u 

setup were purchased. They had black telt bodies, heavy 

and legs and wore gold ornaments fhe predominant colors mm the 


hackground Were vellow and Vrect lhe vellow was the uniliglit 


hltering through the jungle and reflected on the river running 


through the center of the scene lhe green were those ot ri 
luxuriant tropical growth. (Gsreen fluorescent lights bathed = tl 
background, creating a realistic atmosphere of lush, tropical yung] 
which 14s impossible to appreciate vithout actually viewmg tl 


Sscecle 


_ Sen Sant 


ye} im 


+ 


oo ee ee ae 








Jim Threlkel, M* FAVORITE window is from a group 
Burdine’s, of windows designed around a children’s 
Ft. Lauderdale, Fla. boutique shop, with lady and men _ rabbits 

dressed as sales personnel; the ladies wearing 
chemise dresses and men, formal morning attire. All furniture 
was white with yellow velvet and yellow flower trim. All the 
children were in white and yellow. The walls and floor were 
white striped in yellow satin ribbon. Very small crystal chande- 
hers hung trom the ceilings and loads of merchandise. I just 
enjoyed it! 


Luke Maletich, ree this display because the 
Gimbel Brothers, 
New York City planned, well executed and gave 

the customer some ideas of what, 


window was thoughttully 


other than the regular uses, can be done with colored 

lets and pillow Cases, It is of a white sale corner 
window and shows three model bedroom set-ups. Kkach 
sectron is ina different color: yellow, pink and blue, 
jrom leit to right. Sheets and spreads match the 


colors as do the walls 


Carl V. James, N THIS series of windows the theme, “Spring’s 
Mandel Brothers, (gentle Willow Greens,” suggested an Oriental 
Chicago motif to enhance the merchandise. Fiber willow 

leaves and moss were dyed to match the various 
green tones. The lighting and back wall were color coordinated 
as well. Accent tones were picked up in floor pillows and caged 
birds. The merchandise sold well. 


eave ae ee 
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I CHOSE this window because I firstly F. B. Asmussen, sent old master paintings, and they al 
love imported French and __ Italian Myer Emporium, linked together with the story that we 


Were 


damasks and brocades. They have so much Melbourne, Australia telling at the moment that the designs ot 
beauty to look at and they give me so much been a great favorite of mine and this could the fabrics come from old old masters \ 
pleasure to handle; they are also very eye- be an art gallery in an old palace. The lady and gentleman in the toreground ars 


catching. French Louis period has always materials are displayed in niches that repre spectators at the show 


John R. Foley, . M* FAVORITE window was one ot 46 windows 


Macy's, used to kick off our 100th Anniversary in 
New York City which we “thanked New York” for its services, 

such as the Fire and Police Departments, the 
Department of Sanitation, etc. This window was a “thank you" 
to New York's great hotels. The papier-mache figures were taken 
from a painting of the Crystal Room of the Plaza, and the memora- 
bilia shown were souvenir menus from the collection of Oscar of 
the Waldorf and china for special occasions from the Plaza, the 
Waldorf and the Savoy-Plaza. 


A. Van Hollander, Ba 
Gimbel Brothers, did ex 
Philadelphia delphia. It 

featuring = live 
A background panel of silk with bamboo 
design is pale pink and green. The mes 
same color scheme. Pebbles on the floor carry out 
theme. \s part ol the same idea, interior di play 
ot multi-colored azaleas, and live birds adding spice 
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Jane Hushea, particularly liked 
Ohio Optical Company, this window for 
Canton, Ohio the three - in - one 

display theme it 
portrayed. First, it was seasonal, being 
used tor Valentine’s Day. Second, it con- 
tamed an optical-caution message “Do your 
eyes play tricks.” Third, it touched lightly 
on humor. People were intrigued by th: 
over-sized deck of cards and were especially 
amused to see a sunglass lens in the monock 
worn by the Jack of Hearts. 


A. T. Kalasky, HIS “BURSTING INTO BLOOM’ hosiery 
Joslin's, window was chosen because it was one of our 
Denver most successful and profitable colored hosiery dis- 

plays. (sood imagination was achieved by the use 
of a few simple props. The hose garden with the flower seed 
packages and simulated spray trom a watering can made this a 
highly influential presentation. Hose shades were teamed up with 
matching or complementing shoe colors. The sales results were 
extremely gratifying. More hosiery was sold than ever anticipated, 
not to mention the wonderful response on the shoes as a result 
of this related tie-up 


Emery Gregory, _ a series ot windows 
| 


Neiman-Marcus, Preston Center. 


resenting gamebird colors 
Dallas this particular window  teatured 

clothing m greens and gold. The 
background tapestry im each window was of a different gamebird 
and done i colors which matched the tashion shown. The tapestries 
vere created by Rusl, in Calitornia, especially for this promotion. 
kach was made of silks and wools by means of appliquing and 





embroidering. Hanging each tapestry merely by small gold rope 
gave each windaw an air ot elegant simplicity 





Heinz Richter, girl in a men’s wear window but why: 
Kaufhof-Krankfurt, When the glance into a window 1s held by 
West Germany the photo of an attractive young lady, men are 

more interested in the exhibited wares. By 
showing her with an article not at all temale that special 
tension is obtained. This is increased by the graduated arrange 
ment, the eye-catcher, three times repeated and the succession 1n 
the text: (with hat) “always chic,” (with hat) “always gentleman- 
like,” (therefore) “always with hat.” Eye-catcher, structure and 
slogan augment each other in such a manner that the only conse 
quence is: “Tll buy a hat!” 
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T. W. Lees, M* FAVORITE 
Wm. Y. Gilmore & Sons, display of the 
Oak Park, Ill. vear is this” very 

simple window 
which utilizes a combination of drawing and 
applique. It suggests a picnic with a mini- 
mum of props. We had to reorder this 
merchandise three times, which made every- 
one happy 


Joe Kreis, © CHOSE this display because it rep 
Saks Fifth Avenue, resents all the qualities we strive to 
Chicago achieve 52 weeks a year. The window simu 

lated an opera box. The side panels and the 
overhang were covered in white moire faille as was the floor 
elegance. The backdrop was a scene ot Victorian splendor, a 
milling throng of theater-goers gathered under a_ chandelier, 
lighted by tiny taper bulbs. The ball gown was a midnight black 
velvet combined with a dazzling white satin. An elaborate head 
dress ot real hair in dark auburn was draped from the crown in 
a deep Victorian fashion and brought up to a high bun in the 
back. We selected a pearl and rhinestone necklace in a flat pattern 
and placed it in the center of the mannequin’s forehead, and 
secured it with pear] headed hat pins 


Charles Ellis, UR CHOICE ts this Faster accessory win 
McCurdy’s, dow, one ot six with color transparency 
Rochester, N. Y. blow-ups for backgrounds. lo achieve this, we 

consulted a local photographer on the idea ot 
taking a window mannequin to church and photograph six different 
poses, each with a color change Wk ACCESSOTICS In proceeding with 
such an unusual request, he seemed as interested im the gross chal 
lenge as in the net profit. Transporting our mannequin and. the 
necessary display staff was included in the cost. Considering the 
effect obtained, the cost was very reasonable Phe blow-ups on 
Eastman Translate were brilliantly lighted trom the rear by parr: 
of &-foot, slim-line 72-watt lamps. 


+ 
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Charles Nelson, WwW CHOSE this display as our best becauss 
Snellenburgs, 
Philadelphia stopped to look at this display and their com 

ments were very good, and effectively brought 


< 
+ 


of the tollowing reasons: 1. Many persons 


Ay 
o*e*. 


. +> 
> 


customers into the store to view the Ironwear fashion show which 
was taking place. 2. It shows all the new shades of hosiery by 
the firm. 3. Colors were very brilliant and eye-catching; draperies 


re 


_— © 
-ee?e?*?e 4 


and ceiling backgrounds ran from light pink to citrus orange. 


7.7.7.4 
*¢4 2 4 


4. The merchandise sold well, with several purchasers referring to 


> -_* 
+ 
7,7, ¢.¢.¢ a > + 
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the window. 5. Although this window looked rich and expensive 


yy 


it was done at a very low cost 


* 
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Everett W. Quintrell, | WAS most difficult for me to select the 
Elder & Johnston Co.., most outstanding display of the 
Dayton, Ohio 


year as 
this was our 75th Diamond Jubilee Year, and 
we had some very dramatic windows. How 
| have selected a picture of our Mademoiselle Back to Col 
Display. It is particularly interesting and timely tor it shows 
‘ Rocket M-58 heading for the orbit The M-58 stood for 
Mademoiselle 1958 This was one ot a series of windows devoted 
to Elder's and Mademoiselle’s 1958 Fashions in Orbit. It tied in 
vith similar displays on our Fashion Floor. The background was 
ky blue with silver stars lower boxes along the tront of thi 
vindow on the outside contained colortul blooming plants and 
Howe 


Howard Harris, 


Mages Sporting Goods, 
Chicago the 


5 tenons [IS our tavorite display ot the 
Vv 


ar, Which dramatically emphasizes 


opening of hunting season as a tie-in 

with True magazine's special hunting 

issue lhe background 1s blue as is the floorcovering. ‘The rushes, 

in which the waiting hunter sits in a mock-up of a boat and 

lohnson motor, are in vivid shades ot red, orange, green, wheat 

and rust fhe flying mallards are tull color woodcuts and decoys 
tain tront of the True magazine cover blow-ups 








Tony Markus, 
White House, 
San Francisco, 


HIS FAVORITE display was one of a series 

tied in with our Easter group. This one was 
particularly well accepted because of its sheer 
simplicity. You must admit that the merchandise 
stood out in spite of the fact that the display prop used was 
of considerable proportion. Animated bumble bees mounted on 
wires and attached to a revolving wheel created a realistic im- 
pression ot bees in fight. The cage with the bunny was half in the 
window and half out on the sidewalk. The ribbons were also 
draped both in and outside the window. Wrought iron rose garland 
was mounted on the cage to soften the stark iron. Each bunny 
was costumed to match in color the ready-to-wear on the manne 
quins. Pink and white lights were used to create a softer illusion. 


Jack Boghosse, HIS IS) my 
Goldblatt Bros., 
Chicago 


favorite 

window: “Dress Like 
Mommy The Little Miss 
Chemise Shop” because it’s 
unique. It appealed to the children, and 
was tun tor the grownups. The display at 
tracted young and old. It was also tied in 
with Lite magazine and was very successful. 
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George Wagner, ERCHANDISE trom our bridal department 
Brandeis, was shown recently in a window display 
Omaha entry in a “Honeymoon in Havana” contest, 
Modern Bride Magazine and 
Cubana Airlines. This display was awarded first prize in the na 
tional contest an all-expense-paid airfare and week's stay in 
the Habana Hilton hotel in Havana. The background copy “When 
Dreams Are in the Making Havana” was dramatized by a 
sketch of the Hilton before a sunburst background. The bridal de 
partment reported greatly enlivened interest and sales during and 
following the promotion, 


sponsored by 


Y FAVORITE 


window of the year 


Mildred Quarture, 
Kaufmanns, 
Pittsburgh is one of a series of Six 
“Peaks of Pittsburgh 
Progress’ windows which we installed in 
June as a salute to the Pittsburgh Bicen- 
tennial in November. This particular win 
dow shows the present Pittsburgh in con- 
trast to Pittsburgh in 1824. 


JANUARY, 
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W. A. Gray, HAT WE 
Lansburgh's, 
Washington, D. C. 


consider our most interesting 

display tor the year shows one otf tout 
devoted to women's beauty aids. The display 
shows the correct Way to make up the eves and 
Incidentally. it 
was a tie-up with an issue otf Mademoiselle. This series of win 


lips, and also how to use jewelry as a cosmetic. 


dows was tun because we had a great deal of tavorable comments 
from our customers and some national publicity through news 


services 


W. O. Griffin, HIS IS one of the best displays we 
L. S$. Donaldson Company, 


imstalled in J9Y58R and one ot ou 


Minneapolis lavorites Following the theme = of 


“The how-to ot tashion” 1s this. take 
off trom the youngster’s reading books and a little arithmett 


lesson to get out story across L hie basi foundation plu 
the dress, plus the accessories, plus the coat equaled the com 
plete silhouette tor tall and winter Phe window cards had thumb 


nail sketches and the work ot each added piece of merchandise 
were the only properties used 





Elmer C. Diehl, 


Somner & Kautman, 


HiSk are my reasons tor selecting this 
display as my tavorite of the year: First, 
San Francisco it is simple and in good taste a rare 
clement im shoe displays Second, it 1s 
dramatic and attention getting, Third, it effectively CONVEYS, quickly 
value and 
Finally, the display 


mparts to the viewer a sense of smartness by use of a limited 


and without commercialism, a sense ot quality, 


novelty im the displaying of floral shoes. 


number or accessory wems and by the cleanness 1 line, 


m 


Odell McWhorter, 
Hughes & Hatcher, 
Detroit 


Y PURPOSE in se 

lecting this window 
is due to its double size 
We normally use this 
window as two individual ones, but trimmed 
as one unit it creates an unusual effect. 
particularly on car trathe at a greater dis 
tance trom the window, thus being able. t 
take it all in at once 


Hans Carstens, HIS WINDOW was done completely in blue 


Actually the simplicity of this 
window, just using wedding bells, made it very 


Younker-Davidson's, and gold. 
Sioux City, lowe 

attractive, and selling results were also excel 
lent his 1 favorite display of the vear 


Michael Dai, UST ENOUGH humor to amuse, but 
Jordan Marsh Company, 
Boston 


not enough to distract trom the dis 
play's purpose of selling women’s shoes 
is the primary reason tor our choice of 
this window as our tavorite. The low table with real fine china 
and table cloth, with the dinner plates holding this vear s new 
shoe styles, dramatized the window’s theme of “Our new shoe 
menu teaturing new shades ... new shapes!’ It received consid 
erable comment 
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cay Ait 


>, 


p  UPPvere iene) 
Ate Se om 


very chetinnite 


Eugene W. Turner, a 
Muse's, 


conservatism as influenced — by 
Atlanta | ¢ 


avgue im the stvliynge and colorime of 
clothing todav. we tind that tl 
suits can be made much more atractive 


( display 
by imecluding related met 
favorite, display air white hint 

tics and othe complementary accessories not only brightes Tite 
Henry P. Callahan, HIS IS my favorite display but they also add very tavorably to the tot 
Saks Fifth Avenue, window of the year 
New York City It is an exact replica ot 

kl Morocco, the night 

club of real New Yorkers. This 1s one ot a 


series of six windows running together that 


handise as evident im this. ou 


] | 
«tl sch if 


stopped trathe because you got the feeling 
ot being right at the table of glamorous 
celebrities, beautifully dressed. It) typified 
New York 


REASONS tor selecting 


eC many It was at the 


L. Volimer, B iy | 
Joseph Horne Co., Al 


Pittsburgh tall 


bye WILY 

scason, and the change to more hig! 
dressy merchandtss Vas retreshing Vise, 

chance ot using an interior setting attorded 


all opportunity () 
expression in that direction and u 


s( SCOTTDE lovely Acct cori 
color was exciting: walls. wedgewood blue. wil 


ite trim 
ot black and white squares. res: 


7 vere a beautitul red 
picked up w red carnations L hie 


picture Vas one 
elegance. 


Eugene Supple, Y FAVORITE 
D. M. Read Co., citv-wide contest, “The Retailers Salute,” 
Bridgeport, Conn. in honor of P. T. 


window won first prize in a 


Barnum, the circus showman, 

Who was born in Bridgeport. A week 
lestival preceded a three-day “Barnum Festival Sale” by all the 
Bridgeport merchants. We teel that this was a good institutional 
window. Notice that we have the Festival's daily events listed on 
the background where anyone can check 


long 


them 
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EXCITING! 


By MYRTLE STEWART 


No lack of fashionable display ideas on the banks of the Potomac 


... When the social season lags, there's always some governmental 


motif to exploit ... Such as Lansburgh's celebration of Civil Service's 


75th anniversary . . . Sheet-attired teasers announce sale for 
Woodward and Lothrop's 


N WASHINGTON, D. C., where any 
thing can happen and sometimes does 
there 1s 


motifs 
display 


never a 
which to 


scarcity of 
around assemble fresh 
ideas 

International Horse 
in the Washington, D. 
inspiration to Les Mel 


nicove, display director at The Hecht Com 


bor mstance, the 
Show held recently 


(., armory gave the 


windows at the com 
this 
international 


serics of! 
Washington 
and 


pany, tor a 


pany s store In city Ol 


embassies legations the 


tone of the show spurred considerable so 
window shown 
show If 
posed as one ot the 


{ ocktatl 


activity lhe 
stall at the 
mannequin 


cial repre 


ented a revealed a 
who was 


judges. She wore a_ beige lace 


jue ket 
SOrie (on thr 


gown, mink and harmonizing acces 


right beside a fine harness 
a mannequin wearing a tweed 


three 


carriage was 
pectatol Suit lhere wel 
one ot whom Was 


biat 


walls 


( lothes. 
were on. the 


and all were dressed in party 


ne and trappings 


fhe floor, of course, was covered with hay 


fhe main card was propped in the tore 
mscribed in part “Pedigreed 


\ites 


ground and wa 


weeds and live Lnsembles.’ 


children, 
standing in the carriage, 


Mr. Melnicove has been busier than usual 
with the November 3rd opening of the Hecht 
(Company's new multi-million dollar Prince 
Plaza and with the annual 
preparations for the famed  main-store 


(George's store, 
(hristmas extravaganza, along with display 
at the company’s other two area stores. 
Another 
capital 
Federal 
W. A. 


windows to this idea. 


peculiar to the nation’s 
75th anniversary of the 
Service. with 
in charge of display, gave six 
In the one shown he 
juxtapositioned the 
that oft like 
twins. With typewriters back-to- 
the 1883 model looked very much like 
a miniature linotype machine with a key 
front 


motit 
was the 
Civil Lansburegh's, 
(,ray 
cleverly office regalia 
ot 1883 


Siamese 


and today, somewhat 


back, 


and a large wheel on the 


fhe platen, equipped with paper, pro 


hoard w 
side. 

truded from the top of the machine resem 
bling a present-day roller-towel fixture. \ 
a dress of that period 
and a hat sat on an ice cream chair with her 


Mannequin wearing 
feet and long skirt resting on a hooked rug. 
Hanging above her on the wall was a gen 
telephone. Beside it hung 
the day, made of lace and 
bow. An unshaded 


uine early-type 
a calendar of 


decorated with a velvet 


...Describes Display 
in Nation's Capital 





electric light bulb hung from the ceiling. 

A low partition separated the 1883 office 
trom the 1958 one. Backed up to the anti- 
quated typewriter was a modern gray model, 
and a posture chair rested on a tempered 
masonite floor mat. A mannequin stood be- 
tore the steel typewriter table holding note- 
book and pencil. She wore a tweed business 
costume and plain pumps. On her wall was 
a framed picture of the Lincoln Memorial 
with the Washington Monument and_ the 
Capitol in the background. A small dial 
wall-phone within reaching dis- 
tance of the chair. 


was CaSY 
Beside it was a practi- 
cal calendar and there was concealed light 
ing from overhead. 

A large white card rested on the floor 
propped against both typewriter stands. It 
was inscribed in part, “We Salute The Fed 
eral Civil Service, 75 Years of 
America, 1883-1958.” 

Lansburgh’s also had 12 windows devoted 
to the city of Washington and its varied 
activities. In each window one of the man- 
nequins carried a pennant with the words 
“Summer Jubilee, More to do, More to see, 
Washington, D. C., June 15 through Labor 
Day.” The window, not shown, pictured a 
symphony concert in full swing at the 
Watergate and a fireworks display at the 
Washington Monument reflected in the pool 
between the monument and the’ Lincoln 
Memorial. The window was divided in half 
by realistic giant photographs. The fireworks 


Service to 


display seemed to be taking place through 
the upper left of the back wall. The Wash 
ington Symphony Orchestra was playing 1 
the lower right of the wall with the 
be visible through the 


back 
audience seeming t 
window but disappearing from view because 
of the floor of the window. 

In the other this series Mr. 
Gray used the same theme with respect to 
Hiking Along the (Chesapeake and 
Ohio Canal, Boating on the Potomac, View- 
ing the City’s Beautiful Marble buildings, 
respect to the work of the 


windows ot 


Scenic 


and also with 
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Department of Agriculture, the Bureau of 
Standards, the Coast and (Geodetic 
( apital 


Survey, 
Historic Restorations 


kor these windows the ( ivil Services loaned 


Parks, and 
Lansburgh’s a wealth of props, exhibits and 
placards containing authentic information on 
the 75-year period of progress. 

Needless to say, each window displayed 
mannequins appropriately dressed for sight 
seeing or participation in all of these activi 
ties. 


\\ ood 


Lothrop’s windows during May 


\ surprising sight appeared = in 
ward & 
two things, 
\nd it was not Hallowe’en, and the 


pretending to be 


mannequins wearing, of all 
sheets! 
mannequins were not 
spooks. In tact, the mannequins made a very 
interesting appearance, as evidenced by the 
photograph shown. 


The reason tor it all, according to Georg 
K. Payne, display manager, was to save tim 
curtains betore 


in not having to close the 


the sale was scheduled to begin 
The mannequin in the center of the win 


dow wore a pretty pink and white striped 


sheet, draped as a dress, with three ((uartel 
high 
knotted and 
mannequin on the 
sheet 
in sack style with pushed up sleeves and a 
effect neck. She 


similar to other 


length sleeves and finished with a 


turtle 
hung to the 


neck Rope beads were 


Waist ‘The 


lett wore a blue and white striped 


crushed-scart around the 


Wore heads those ()1) the 
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‘| he 


were vertical. 


mannequin, stripes in both 


The mannequins stood on one halt of an 
irregular island of grass on the white mat 
ble floor. On the 
large 


right side of the grass 


ornamental 
\nnual May 
Wraps Until 
Hoor at 


come of 


was a copy card m= an 
frame on a tripod reading “Out 
Money Savers Sale . Under 
May 15th.” Another card on the 
the right “When the 


SuUTNMICI 


read wraps 


fashions priced tor 
smaller letters 
“kind thes 


in blankets and bedding 5th floors 


see smart 


underneath 


savings.” In 


Were the words ly autitul sheets 


Standing on the grass at the right undet 


the larger card, and facing the mannequins, 
white piggy bank, an 


Woodward A Lothrop 


decorated on the side with varicolored flow 


was the tamiliar big 
annual symbol ot 

\ large com had slipped partway ite) 
the slot ()1) top (1 thre pigeie hac 
lon these windows the bacl 


double 


walls were sky blue. 


rounded stage teasers 


Krom the near tacetious to 


—Top, opposite page, by W. A. Gray, Lans- 
burgh's Bottom, opposite page, women's 
shoe department, Jelleff's, Falls Church, Va. 

Both top photos, by George K. Payne, 
Woodward and Lothrop's Second row: 
Left, by Charles A. Merrill, S. Kann Sons Co. 
... Right, by Les Melnicove, The Hecht Co.— 


“Ure See 99 


the May Sale 
ward «& 
her Rising am. the 
hack and to the 


display of tabri 


Lothrop's G street window, 
center, tilted 
leit, wa 

lamp on a tall round p 


was solid ivory color and tl 


permanent white marble ot 


()ver the crossbar ot the lamp 
under the 


lengths of 


rectly lamp 
satin and 
alternating with whit a ado on 


| 
material 


colors 
skv-blhue lhese§ lengtl toric 
were arranged like a sssal inverted open 
al), and their told tell in concave. t; 

tor thre perimnetel vhicl Va marked 
ot Dillow 


resting on an oulatr 


border consisting 


Vrass Ol 


Irom tl 


Sweepimny } ward 
perimnetel 
draped 


tabrad 


| 
} 
i 


material Draped on th 


1? 
till attached 


{ 
bell ( 


tovethet vit} 


sette, provided 


i 





Variety Spices Los Angeles 


By DICK JACHIM 


-&. 


“<2 


>i 


G 


/P 


—Above, by Jim Hassinger, W. & J. Sloane 

Below, by Stanley Thompson, May Com- 
pany-Los Angeles ... At right, by Fred Bower, 
Borker Bros., Top, opposite page, by William 
Meissner, Obhrbach’'s-Wilshire . . Center, 
opposite page, by Ed Mitchell, Ohrbach’s- 
Downtown Bottom, opposite page, by 

Harold Kelly, Desmond's— 


% a oe 1 sy 


Barker Bros. uses a half-mile of cord in 14-foot high sculpture . . . 


Abstract burlap-textured mannequins create interest in men's wear 


at Desmond's .. . Plastic panels used as background at May Com- 


pany... W. & J. Sloane drops window floor 22 feet for poster display 


ROMOTIONS of men’s wear and con 
P temporary furniture seemed to receive 
special emphasis from Los Angeles dis 
high 
efforts 
The un 


usual 
their 
gifts. 


as shoppers craned at 


playmen, im addition to their 


standard fashion windows. 1n 


to subtly suggest Christmas 


usual was 


a 14 Toot 


ever present 


sculpture in the mterior of Barker 
Bros. and then down into the deep window 
well of W \ | Sloane, 
of tabulous commercial posters were featured 

lt was im the expansive lobby of Barker 
red display 
drector, that the 14-foot high sculpture, not 


where a collection 


Bros ; where Bower is the 


shown here, commanded the center of attrac 


tion. Requiring more than one-half mile of 


cord. it formed the nucleus of a massive hexa 


gon contamimg nine separate cubicles. Each 


was furnished and accessorized to show tex 
ture, trend, scale, color and harmony of home 
furnishings 

Phe back walls featured inspiring decors of 
lrench feeling, and others were 


walls. 


“pan sh and 


found along the front and = side leach 


motif was tsolated by a large frame 


The Spanish background had a rich mascu 


MAY CO. CLOTHING DEPT 
ADDS 





brown-yellow in color 


spelled 


line hue-—-almost a 
Gold lettering on it 
“Spanish Gold.” 
by the 
draped fabric, and dramatized by the applica 
cut- 


out the words 
This was emphasized furthes 
texture of the adjacent 


Ce |e rs and 


treasure chest 


( ontemporary 


Spanish 
fabric 


tion of an old 
out over part of the 
furniture in tones on a 
Hoor and 


Hoor 


white glossy 
form of a 


honey 
brass in the 


dish 


accents of 
lamp and fruit completed — thi 
Spanish touch 

\ bright pink lightly tinted with lavender 
colored the French background, not 1llustrated, 
and readily brought to mind the exquitsiteness 
of a fine wine. White lettering on it captioned 
this with the Wine.’ 
This too was further dramatized by the ap 
the letter 


color Was 


feeling words “Krench 


plique of a filled wine glass next to 


Ing Fabric in almost matching 
draped from the upper most right hand cornet: 
Hoot 


The accessories displayed, including the rug 


to the wine glass and then onto the 


on the floor, were in shades of pink, rose and 
this 


scheme throughout the composition 


monotone color 
‘| he cle - 
signs of the merchandise were mostly of gilt 
motif, of 


deep wine to continue 


wrought iron, in a French course. 


Brass pyramid type stanchions and = white 


roping surrounded each display 

The fabulous “Fashion Center” in the Santa 
Ana area, where such well known retail names 
as Bullock's, Haggarty’s, |. Magnin and others 
are featured, found Desmond's promoting men's 


DISPLAY WORLD 





Display 


and boy’s clothing with a new twist. The 
faces of all the figures were abstract and 
covered in potato color burlap, as were the 
shirt and three-quarter forms. This approach 
by Harold Kelly, display director, in this 
newest of Desmond’s chain of stores, created 
quite an interest in merchandising circles. 

In the window illustrated here, this ap- 
proach is exemplified by the full boy and man 
mannequins on the left. The right side pre- 
sents two standard suit forms sharply cos- 
tumed. One of these is on a riser, which 
also carried accessories and the other on the 
floor. 

A dress and millinery promotion at Ohr- 
bach’s-Downtown inspired the display man- 
ager, kd Mitchell, to create a Southern Cali- 
fornia setting for it. A concave screen four 
feet wide by eight feet high along the back 
wall encompassed this picturesque feeling. 
The upper five feet of the screen was divided 
in the center by the applique of different de- 
signs. The left portion was wallpapered with 
a design of grey free-form stone. The right 
side was clear except for some vivid colored 
ducks in flight. A shelf immediately below this 
held an enormous bouquet of winter foliage 
with deep colored plumes intermixed. The 
balance of the screen continued with the stone 
treatment. 

The dresses on mannequins placed through- 
out the windows coincided with those in the 
bouquet. Added millinery was placed on the 
floor or on black wire heads with brass bases. Cl ach: 
These were in the right foreground. F Makes Gednon, 

A plastic easel in the center held a large a 7. Se omar 
white sign. The hand lettering on it was in an to om . 
avocado to match the back wall, and read, 
“Ohrbach’s makes fashion news as usual with 
unusual prices.”’ 

A series of striking men’s windows an- 
nounced the addition of a new line of clothing 
at May Co.-Los Angeles. 

Stanley Thompson, display director, simu 
lated a white brick wall by the use of plastic 
panels for a background \ two-foot-wide 


as 


grey smooth panel was applied vertically 
against it on the left. This broke the con 
tinuity of the wall and allowed for the attach 
ment of an enlargement of the brand’s trade 


mark 

A knee length male figure featured one of 
the fashions on the right with accessories 
placed near it. More accessories were on the 
opposite side, either on the floor or a brass 
riser with a glass top 

The contrast of dark suits against a white 
background outlined their trimness effectively 





lurther attention to men’s fashions adorned 
a series of windows (not shown), at Saks Fifth 
Avenue to formally announce the opening of 
their new “University Shop.” 

The display director, Art Alvarado, in eac!] 
of the windows, used a suit form neatly 
trimmed and colorfully accessorized either 
by the tones of the merchandise, the vivid 
background it was placed on, or the uniqueness 
In =presentation \s examples, in some. of 


[Please fur 
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May Company 
on the Heights: 


A Complete Shopping Center 


By CLAIRE BROWN 


The ultimate in modern merchandising is this new Cleveland suburban 


store ... Clinging to the contours of its |18-acre site, it provides the 


shopper with everything from a meal to a mink stole in luxurious 


comfort ... Special shops branch from large uncluttered main aisles 


INC EF it is the only 
tract ol 
on the 


store within an 18 
land, [he May Company 
Heights in Cleveland, Ohio, 1s a 
itseli! Both 
interior and exterior of the store are beaut 
fully treated : the 


ACTC 


complete shopping center in 
structure is im contempor- 
setting for 
modern luxury merchandising, Victor Gruen 


& As 


Vilicecl 


ary design! the atmosphere, a 


and en 
Associates, 


were the architect: 
while ¢ I, 


store 


soOciates 
Swanson 


designers and merchandising 


init VveTe 
counselor: 

The building is constructed on varying 
land, 
separate one- 
butterfly 
lhe upper part ot the two-level shop 
brick 
ovel 


contour of the 
vith a restaurant housed in a 


follow ny the 


levels, 


level structure completed by a 
root 
glazed 
sheltes 


wall is oft 


ping area 1s faced with white 


| 


and is cantilevered to torm a 


tiv sidewalk below hie lowet 


hackberry red brick, with planter boxes 
built out from it in three tiers. For added 
drama, the boxes are lighted at night. 

The lower entrances to the store have wide 
panels of mosaic tile set in modern design. 
The May Company name is lettered in con 
trasting tones on the brick surfaces: 
the white glaze, 


red on 
white on the taller red-brick 
section of the building behind the one-story 
Mayfair Dining Room which is located be- 
yond an aluminum railing on the upper level. 

Outside the dining room building is a sep- 
arator of red and white glazed bricks topped 
with a strip. Behind this 
separator side wall which 
reaches from floor to ceiling and consists of 
sliding doors 26 feet high that have colored 
glass panels the dining room, the 
effect is that of an open air theatre. Two 
hanging ceilings, over the center of the area, 


stainless steel 


wall is a glass 


Inside 


are supported by rods trom the 
root. Irregularly star-like lights 
stud the dropped, floating ceiling. At the 
rear is an outdoor garden with a 30-foot 
pool containing a 12-toot, bronze fountain 
in modern abstract design. A_ high brick 
wall encloses the garden to insure privacy. 

The handsome restaurant is in keeping 
with the tone of luxury and elegance incor- 
porated throughout the store. A feeling of 
luxury is achieved through the use of sub- 
rich with soft but 
plentiful light from square, recessed plastic 
fixtures that highlight modern brass fixtures, 
and through the use of display. 

The ceilings on all floors are covered with 
accoustical tile. Cases on the main level 
are arranged to form clean, unbroken aisles 
to facilitate traffic movement. Bright bronze 
letters are mounted on metal sign plaques, 
which are pegged out from the columns to 
identify the various departments on the 
main floors. 

A gift court is adjacent to the lower park- 
ing level entrance. Walls in it are flat 
white, with some facias covered in white 
grass cloth woven with strands of gold. 
Wall cases are lined with pegboard, and 
fine gifts, better jewelry, watches and gift 
clocks are displayed in this traffic area. 


butterfly 


spaced, 


tle colors, of woods, 
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ea 


Sa dk O14 


With pint kormic: hnxture boot Ubi 


shop, that }* hocated 1 All «¢ Ve 


\ row ot special shops ror sporting goods, Open shelves and racks, and each department bined 


cameras, and tobacco ts called “The Avenue is identified with a white framed glass sign hefore a 


of Stores” and leads to the men’s depart lettered in gold. Brass light trough covers vindow opening onto tl lowell marking 


ment. Vertical strips of wood separate the extend around the perimeter of the shops level. Drapes are used as background decor 


shops, and gilt letters on white wood panels 
appropriate 
shin 


covered wit! ’ 
Huore 


department are 


| 
CeCrMmy 


Women's shoes AaTe low ated lll a hands Tie and the 
concealing cent 
tubes. mm othe 
Display 
counter and case tops, as 
shadow 


natural vall case lall 


shop, illustrated here, that 1s identified by mass 
artistic gold leat 
murals of gold and silver leaf on the 
This wall, which provides the facing 


stockroom, is broken by 


identity each kach has an 
mural. 


decorate the 


For a masculine touch, wood signing, as well as. by light 


above the glass tramed in bronze arranged 

the murals. Mer 
full display. to the 
display 


cherry 


gles areas upper 
enclosed cases and below walls 


chandise is arranged in elongated special display hoxes 


The 


massive red oak 


shadow boxes tramed in green growing plant 


hetweet thre shadow boxe 


distinguished \ 
into “Men's 
Hanked on either side by 
vari-colored display panels. It 
A low display platform 


Store ror men 1s 


arch opens wood Brass-edged glass shelving placed 


in the boxes permits the display of a larg either side of them, adding an « 


shoes \ 


delicate 


(lothing, and 1s 
burnished, 
is illustrated here 
is centered in the 
trained on the display. For 


assortment ot series ot all glass (>] clegance 
display edgings Behind the 
serve both as space for displaying teatured screen, also 


divide the 


with brass hadow baoxe ] a vreech metal 


Cases 


arch and spotlights are adding elegance in the end 


and also to department vall io a Beer sed hadow bos “used Lee 


trom the trathe aisle. 
are upholstered in sott yreens and Monterey 


one setting a shoes 
mannequin formal 
white jacket, while a dark jacket was on a 
display form nearby. 

Variegated slate covered the floor in front 
of, as well as inside, the men’s shop. Quar 
blue-lined oak planking 
the rear wall of the shop (lass topped 
suit cases, that contain four rows 
in turn-around fixtures, have featured items 
handsomely displayed on top the glass along 


shop tor display ot fine velry 


White oak is used for 


Irame i) othe 


wore a summer with (hairs tor the 
countel and wall 
section, and thie 


clot] 


“ | 
a’ C90] 


reds picce 


(Cherry wood 1S used. too, 11) t hie Tinie upper wall is covered im tan ora 


jewelry section illustrated here, also on the [he bakery shop has a clever mural 


ter-sawed, covers maim floor. Here the cherry wood is com gingerbread boy chasing a baker 


color and in gold and 


Panels ot blue, 


done in 
wormy chestnut are 
back wall in the 
department and thi ivy! 


of suit ; 
ne —Pictured on these two pages are interior 


views of the new May Company on the Heights 
store at Cleveland .. . Photographs were sup- 


the lippel 


Voted 


New 


with a green growing plant. Hats and shoes 
are displayed in their special departments on 
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plied by the Retail Reporting Bureau, 
York City— 





1deas ..... 


Although February is a short month, it has 
a number of important holidays, and in the 
northern states, overcoat sales. I have de- 
cided to devote this issue to one of the more 
romantic holidays, Valentine’s Day; because 
of its appeal to all ages and both sexes it is 
probably the most important holiday outside 
of Christmas and should be played up in a 
large way. 


The first window is a general accessory 
window ...a stylized tree with paper hearts 
of pink and red, with various items hung 


oc eons 


onto the branches. If you can get them 


ayo 


4 
° 
7% 
; 


... pink grass mats would be an ideal floor; 
if not, use pink cork. 


memo from r.m.h. 


A children’s party dress window with 
strings of paper hearts, oversize ladder back 
chairs make an eye-catching window, and 
what could be easier for the displayman! 
One can carry this window farther by add- 
ing little boys and perhaps a table with 
valentines in the making. 
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This is strictly a feminine window designed to 
make male shopping easier. A plywood heart 
with the center cut-out and starched lace pasted 
on the painted shape will give a most satisfac- 
tory effect. Angel hair on the floor as billowy 
clouds with gift boxes resting on them complete 
the picture. Merchandise should be suspended 
on wires. 
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And now, something for the men... it’s more 
simple than it looks. To get the floating on air 
look, take two 1 by 2 pieces of wood, nail them 
together about 1 foot apart, using one cross 
piece every 3 feet. Paint these the same color 
as your background. 


Hei [pan 
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A bit of whimsy for your shadow box 
starched lace border with red satin hearts in each 
corner give an old fashioned valentine look. 
If you feel extravagant, use red satin as a back- 
ground for the shadow box. 











Chicago Scene Brightens 


By RICHARD DAY 


Carson, Pirie, Scott repeats costly Thanksgiving promotion . . . 


Others create pre-Christmas teasers . . . Elegant sculptured brass 


poles highlight coat displays for Gilmore's . . . "Gold Rush” in Saks 


Fifth Avenue windows .. . Designs in wire at Lytton's 


SA CROWD of 290,000 persons jammed 
A (hicagos State street shopping area 
between Lake and Van Buren to wit 

ness the 


half 
display 


ceremony 
dollar 


merchants were 


dedicating the city's new 


million lighting system, Chicago 


busy ready ing ther 


biggest and best Christmas promotions ever 
Some had (hhristmas dis 


what 


already put in. pre 


plays to whet the public appetite for 


Vas to conn 


Marshall 


to a pre 


byeld's 


( hristmas toy 


window 
The set 
bedroom filled with toys 


devoted a cornet 
promotion 

ting was a children’s 
[wo children were asleep in an antique ma 
Hanked by 


plum fairy” 


hogan hed dressers \ 


hovered over thy 


antique 
‘supal children 


to assist m making ther 


that 


ad eams o the 
Santa would bring them come true 


toys 
The 
2-framed 
hehind the 


trees 


bedroom Was walled on by a | x 
bust 


each Corie 


“window distance 
Natural fu 


Traine 


SOIC 
wlass at were 


planted outside the 


to mdicate the out 


doors 


Virgemia Paxson and het also 


stall 
of four displays which prove 
( ive 
was placed to hold down on 
The other end of the 
sig) Was propped up to make it easier to read 
It said, “The New Shoes Are So Wonderful.” 
All the other shoes displayed as 


of a collage on thr 
| 


display 
created a series 
that shoes can he displayed interestingly 
pair ot shoes 


end of a paper sign 


were part 
window 
different 
four win 


wall. each 
props te 


hack 


Mavine  cifterent 


V1V< a 
mood a shoes displayed It) the 
little heel. 


covered up, the lattes 


dows were. 


casual and 
This 
mood with somber 
prints, a nut-stufted 


CVCHIMNEg, 
ilhustrated 
done m a woods, 


here 
cotie VW as 


colored bird 


pheasant 


made of rattan, natural wood panels and other 


panels in shades of green. 

Gilmore’s in Oak Park used three sculptured 
brass poles, a gold flowerpot and several large 
white chunks of plastic as a setting for each 
of four coat displays. The seven-foot poles 
were placed up front on the left side of each 
window with a grouping of accessories on the 
floor behind them. The white plastic panels, 
four inches thick, six feet long and three feet 
wide, were positioned one horizontal and one 
third 
single mannequin 


piece, 
framing it in 
The flowerpot rested on the horizontal 


vertical, capped by a smaller 
behind the 
white 
‘lowers in the pots were chosen to go 


with the merchandise, 1. e., 


panel 
yellow coat, yellow 
red-orange 
-and black 
spotlights were 
pink spotlights 
were used on the vases and white fluorescent 
lights gave illumination to the dis- 
plays. All walls of Gilmore’s display win- 
dows have been painted charcoal grey. Ted 
Lees is display director. 

Saks Fifth “Gold 
Rush” series of three windows featuring “a 


flower: beige coat, beige flower; 
coat, red-orange flower (illustrated ) 


White 


mannequins, 


coat. white flower. 


thrown on. the 


general 


Avenue used a_ holiday 


mint of fashion” from Mademoiselle magazine. 
There was 
a gold sack on the right spilling gold-wrapped 


Everything in the series was gold. 


coins onto the floor beneath the mannequin. 


—At top, by Joe Kreis, Saks Fifth Avenue... 
Below, left, by Jack Boghosse, Goldblatt Bros. 
.. . Below, right, by G. C. Bowen, Lytton's... 
Top left, and bottom right, opposite page, by 
Virginia Paxson, Marshall Field . . . Top right, 
opposite page, by Ted Lees, Gilmore’s— 


A Victorian gold gaslight with two yellow 
globes stood behind the 
left. Even the dress was gold, a gold and 
green print with a touch of gold lame. It 
was the cover dress in Mademoiselle, a copy 
of which was placed in each window. Yellow 
lighting gave a warm golden glow to the 
entire series. Joe Kreis is Saks Fifth Ave- 
nue’s display director. 
Goldblatt’s held a fall slip 
which Display 


mannequin on her 


pett icoat 


s0g hosse 


and 
Director Jack 
promoted in a series of displays. Three manne- 
quins in each window wore slips; one of them 
held a fourth slip. Several petticoats were 
hung from a large shadowbox with an antique 
gold frame and a mirrored obelisk, the two 
major props. A red satin drapery on the left 
and antique-patterned wallpaper 
wainscot on the right completed the setting 


sale 


above a 


The petticoats and some of the mannequins 
were draped with pearl necklaces to add inter- 
est 

L.ytton’s removed the partitions from their 
big double silk-satin 
promotion. To help create the desired mood 
of opulence, Display Manager G. C. 


windows for a gown 


Bowen 
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used his characteristic background designs 
without the accessory shelf he normally places 
in the foreground. The designs were executed 
airily in wire to represent ancient Roman ar- 
chitecture. All the designs but one column 
structure were placed out from the back wall 
just enough to make a shadow repetition of 
the design. The column was hung 
several feet from the back wall, its base en- 
twined with the leaves of a potted broadleaf 
plant. Three mannequins wore the gowns; 
two at the right and one at the left with a sign 
between. Lighting was supplied by spotlights 
from above and below. 


piece 


L.ytton’s used a series of three windows, 
not illustrated, entitled, “Magnificent Fur- 
Framed Luxury Coats,” and two “Glow After 
Five” windows “Winter White” 
gowns. Both displays used similar settings. 
A gold-spattered tapestry background depict- 
ing a city scene with a blue-spattered floor in 
front of it set the scene for each window. The 
coats displayed amid the blue and gold setting 
were beige and blue, the gowns white. 


promoting 


Carson, Pirie, Scott was the only Chicago 
store to de a Thanksgiving promotion, re- 
using their from last year. 
A photo of one of these displays was featured 
in the January, 1958, DISPLAY 
WORLD. Six windows held miniature tab- 
leaus of the original Thannksgiving celebra- 
tion. In one typical display, a Pilgrim family 
feast. The 
figures were approximately one half life-size. 
\ large painted reproduction of an ancient 
maritime chart torn open to display the scene 
provided an appropriate setting. 


costly displays 


issue of 


welcomed Indian guests to the 


lo one side of the window a life-size papier 
At his feet 
was a heap of typical harvest products—Indian 
squash, ete. Contemporary tableware 


mache Indian surveyed the scene. 


corn, 
and hostess gifts were arranged on low painted 
steps against this holiday backdrop. 

\t the other side of the window a manne- 
quin was dressed in a veiveteen and quilted 
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cotton hostess gown. The two elements of the 
display were tied together by a sign in front 
of the window: “Thanksgiving, Our American 
Heritage Carson, Pirie, Scott and Co 
presents Gifts, a background for holiday 
dining or contemporary living.” 

Except for the merchandise displayed and 
variations in the Indian-Pilgrim figures, the 
windows were all similarly done. Clement 
sradley is display manager for Carson's 
title of 
The ele 


Was 


“Elegance at Home” was the apt 
a Carson’s display, not illustrated 
gant effect in the four-window 
achieved with rich red satins on the two 
mannequins and as draperies across the ceil 
ing and back wall. 
Christmas 
the mannequins. Richly 
on the floor and on a 
Colors in the 


series 


In the home-like setting. 


a red tree at the right balanced 
wrapped gifts were 
stand at the 
series were 
and lavender; all tasteful combinations of 


tones chosen to create the feeline of elegance 


right 
red, yellow, blue 


Slack’s Son Commander 
Of New U. S. Ship 

Prior to attendance at 
Leshe D. Slack, display director, Wurz 
burg Company, Grand Rapids, Mich., with 
his wife and daughter had the great thrill 
of their lives in witnessing the commis 
sioning of the United States ship, Observa 
tion Island, KAG 154, ot com 
manding officer is their Leshe M 
Slack, Capt. U.S.N., at the Nortolk Naval 
Shipyard, Portsmouth, Va. This 
a sea-going test facility to fire missiles 
evolving from the Navy's fleet ballistic 
missile program. This becomes an 
active participant in a this 
important program. 


Market Week. 


which the 


Son, 


ship is 


ship 


new phase ot 


” 
9. 


New Aerosol Spray 
For the Display Field 

\ new product, designed tor the 
artist, has recently 


display 
been introduced by thi 
Sargent-Gerke 
Ind., “Sargent” 
products for the past 59 years. The 


Company Ol Indianapolis, 


manutacturers of paint 
prod 
uct 1s identified as “Display Finish” and 1s 
packaged in 16 4-ounce 

“Display Finish” 
appropriately 
lant 


aerosol Calls, 
and finish = are 


soit, as opposed to thre bral 


color S 


and hard surtace of enamels: a wid 


range of colors is available. The manutas 
ture! that 


applied to Styrotoam, glass, plastic, cloth, 


states “Display Finish’ may le 
wood, and metal 
and 


manitest 


as well as artificial plant: 
foliages \ ready acceptance has been 
the display directors wh 
and F. B. Keuthan, 
company, they are 
formulating a marketing 
will be through distribu 
Inquiries should be ad 
Sargent-Gerke Company, 
Indianapolis, Ind 


amonp 
contacted, 
president of the 


have been 
States 
now 1m process ol] 
program which 
tors exclusively 
dressed to Box 
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Attendance, Buying Favorable 


NADI December Exposition pulls larger attendance than last year 


compared to 2,000 for December 1957 show. 
Important display buyers were on hand from 


. .. Buying excellent in some categories — spotty in others .. . Out- the larger stores in all major cities and 
look for 1959 exceptionally promising . . . Pastels predominate . . . 
Membership acceptance deadline changed 


kK RHAPS the outstanding feature = ot 
the annual Spring Market Week ot 


the National Association of Display 1959 


Industries was a marked increase in buy This marketing event was held at the 
Show 
7-11, and attracted 


ing by the display jobbers who serve their New York Trade 
locality 
display requirements. This indicates thei 
confidence in the coming year’s demand tor 


display necessities of all kinds and augurs 


well for a substantial improvement in bust1- 
ness for the entire display industry during 


throughout the country with therm York City, December 
a larger attendance than last year's show, 
a reported increase of 25 per cent. 
fot the period December 7-11 were 2,500, as 


thus a substantial part of the clientele of 
the larger specialized display companies 
gave buying a brisk start for the coming 
year. 

Substantial buying was reported in many 
categories, while in the hardlines the situa- 
tion was spotty. With the decided upturn 
in the economy and the tremendous sales 
being reported by stores everywhere, there 
was a new confidence that should give the 
display industry real optimism for the 
months ahead. 


building, New 


Figures 
[Please turn to page 8o}] 


—At the head table for the NADI semi-annual meeting, across the top of these pages, left to right: Tom Hughes, Garrison-Wagner Co., St. Louis; 

Alvin M. Mendle, American Fixture, Inc., St. Louis; Gordon Keith, Gordon Keith Originals, Columbus, Ohio; Nathan Silverblatt, DISPLAY WORLD, 

Cincinnati, Ohio; Jerry Denton, Ferro-Craft, Morganfield, Ky.; Fred Reynolds, Reynolds Printasign Co., Pacoima, Calif.; C. G. Woelky, Bulkley Dunton 

Co., Corry, Pa.; Larry Charrot, L. J. Charrot Co., New York City; George Silvestri, Silvestri Art Manufacturing Co., Chicago; Earl Gasthoff, Earl W. 

Gasthoff Co., Danville, Ill; Sylvan Freund, Decorative Plant Corp., New York City; Dick Adler, Adler-Jones Co., Chicago; Ray Rubin, NADI attorney, 

New York City; Edgar Moser, Allied Display Materials, Inc., New York City; Irwin A. Rhodes, Madisonia Manikins, Inc., New York City; and Gabriel 
M. Valenti, managing director, NADI, New York City— 


—Mark M. Wohlwerth, Amplex Corp.; Martin Kent, Northcraft Lighting 

Corp.; Bob Freeman, Amplex Corp.; Mr. and Mrs. Robert Lukins, Empire 

Display Mfg. Co.; Ted Key, Creative Promotions of California; Henrietta 
E. Rossner, Mileo Mannequins; Bea Rosenthal, Mileo Mannequins— 


—Werner Leburg, Decorative Creation & Art Flower Co., Inc.; Martin 
Schloss, Decorative Creations & Art Flower Co., Inc.;: Monte Seewald, 
Decorative Novelty Co., Inc.; Bob Grayson, Decorative Novelty Co., Inc.; 
Homer Guck, DISPLAY WORLD; Ludwig Mussliner, Leo Prager, Inc.; 
Eugene Eppler, New Style Studio; Percy Wisoff, Decorative Novelty Co.; 
Harry Menzin, Arts & Flowers; Edna J. Menzin, Arts & Flowers— 


—John J. Sullivan, D. G. Williams, Inc.: Bill Price, RIP Studio, Inc.; 

Harriet Price, RIP Studio, Inc.; Charles Wagner, Norwood Designs; 

Al Schwartz, Norwood Designs; Lovie Hulme, Display Magazine; Jim 

Branch, Display Magazine; John March, Artificial Plant Co.; Hal 
Kiernan, Morgan Sign Machine Co.— 


—Margaret Goldschmidt, Austen Display; Sandy Sanderson, Resident 
Display; Mrs. Sylvan Freund, Decorative Plant; Bud Rosen, Resident 
Display; Mr. and Mrs. Walter Spaeth, Spaeth Displays; Mrs. Frank P. 
Mitten, Mitten Letters; Richard O. Langham, Brunn & Bertheim; W. S. 
Brunn, Brunn & Bertheim; Norbert Austen, Austen Display— 


—Joseph Di Grazia, Display Associates, Inc.; L. Leonard Weltman, James 

A. Cole Co., Inc.; Sid Gard, Display Associates, Inc.; Ernest Salomon, 

Sama Plastics; Bert Klein, Decorative Utilities, Inc.; Nathan Eisner, Dec- 

orative Utilities, Inc.; Jerry Kanter, Kurt S. Adler, Inc.; Bernard Schwartz, 

Bernard Schwartz & Co.; Joseph Cohen, United Artificial Fruit; Bill Hinson, 
Bulkley Dunton & Co., Inc.— 
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—Bernard Lubow, Kenbury Glass Works; Harold Reed, Artificial Plant 

Co.; Frances Reed, Artificial Plant Co.: Frances Leonard, Artificial Plant 

Co.; George Leonard, Artificial Plant Co.; Robert |. Rhodes, Madisonia 

Manikins, Inc.; Jack Olt, Jr., NADI; Robert Wolfson, Kenbury Glass Works; 
Mac Strumpf, Kenbury Glass Works— 


—James R. Nesbit, Nesbit Industries, Inc.; Barbara S. Nesbit, Nesbit 

Industries, Inc.; Whitey Gollup, Reynolds Printasign Co.; Joseph A. 

Donato, Reynolds Printasign Co.; George W. Young, Jr., Reynolds Printa- 

sign Co.; A. T. Nelson, Showcard Machine Co.; Henry Riehl, Showcard 

Machine Co.; Hal Moses, Mutual Display; Nat Siegel, Nat Siegel, Inc.; 
Dave Starkman, Dave Starkman— 


—William L. Baer, William L. Baer Co., Inc.; Douglas Ballin, Jr., Jean 

Ballin Designs; Erwin Reiser, Potential Unlimited, Inc.; David Stempler, 

United States Display Co.; Chas. $. Waldman, Standard Fixture Co.; 

Mrs. Don C. Miller, Frank M. Sayford Co.; Don C. Miller, Frank M. 

Sayford Co; John Labaschin, Plastic Fabricators; Oscar F. Igersheim, 
Plastic Fabricators— 


—Arthur Maharam, Maheram Fabric Corp.; Max A. Caine, Max A. 
Caine Co.; Bernard Barondess, Gustave Rubner, Inc.; Joel Rostau, Paulson 
Co., Inc.; Mike Halpern, Lustra Cite, Inc.; Norman Singer, Imperial Dis- 
play Corp.; Sidney Helfand, Imperial Display Corp.; Dave Kessler, Im- 
perial Display Corp.; Noel J. Lituchy, Noel Mfg. Co., Inc.— 


—Sam Gilinson, Chic Display Co.; David L. Opperman, Columbia Display; 

Lillian Sturm, R-Tex Co.: Walter Sturm, R-Tex Co.; Robert Ohlhorst, Jr.. 

R. A. Ohlhorst; Sebastian, Sebastian Display; Toy Irwanaga, Sebastian 

Display; Derek W. Banks, Sebastian Display; Joe Drucker, Frankel Asso- 
ciates, Inc.— 


(All photos opposite page identified clockwise from near left) 
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Manhattan Displays 
Focus on Fashion 


By CLARA BALDWIN 


Bonwit Teller's windows unique for opening of new addition. . . 
B. Altman jumps gun on resort wear... Bank robbery becomes formal 
affair at Lord and Taylor . . . Henri Bendel's window becomes wine 


cellar for ''red" promotion 





ITH A NEW social season in full 

VG swing and the holiday season com- 

mencing, Manhattan’s display windows 
have turned their brightest spotlight on ap- 
propriate fashions for the festive occasions. 
Display settings for gowns of rich fabrics 
and gorgeous colorings were as varied as 
were the styles of the suptuous costumes being 
featured in them. 

Important news along 57th street is the 
sonwit Teller addition recently opened there, 
with two windows facing that street. For the 
first installation in those new windows, Gene 
Moore, Bonwit Teller’s display director, de- 
signed two settings that were startlingly differ- 
ent! Featured costumes were rich in fabric 
and definitely designed for Manhattan’s bril- 
liant social whirl, but in each window the 
entire floor was covered by a pool of water, 
with the water bubbling up into a blue- lined 
tank. The window walls were pale blue. 

In one window, a male mannequin dressed 
in a diver’s suit was carrying a mannequin 
wearing a blue lace gown. In the second 
window, which is pictured, the mannequin was 
suspended aloft over the pool, clutching a 
huge bunch of toy balloons in shades of blues 
and greens. Both mannequins were unusual 
and very clever. They were made of white 
papier mache with flower designs painted on 
them. The pictured mannequin had a purple 
and green floral design on her arms and legs 
She wore a short formal of green silk, green 
shoes and multi-toned necklace and bracelets. 

While most of the emphasis was on costumes 
for gala evening functions around Manhattan, 
Anton Heller, the display director at B. Alt- 
man, jumped the gun on winter resort ward 
robes. This southland display trend was out 
even in advance of the Christmas displays that 
were being installed all over town and would 
take the spotlight for the next month. 

Not only was Mr. Heller well in advance 
ef the southern resort trend, but his settings 
were cleverly imaginative. He took advantage 
of the seasonal southward migration in nature, 
and depicted tiny birds in flight. The effect 
was poetic. The staging was of the utmost 
simplicity; his sole properties were masses 
of tiny artificial birds. In each window, the 
birds were suspended from the high ceiling 
as a flock in migrating flight. sack walls 
were grey. The floor was of the same grey 
and strewn with black chips. 
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For the window shown, the caption read: 
“Our Romantic winter enchant 
southern evenings in a whirl of white chiffon 
Altman separates, third floor.” In this window 
the tiny birds were blue with yellow breasts 
and bands of a whitish tone on their wings. 
Three mannequins were posed in the setting, 
each wearing the white chiffon separates and 
bright blue satin pumps. 


vacationers 


George Fiehl, display director for Tailored 
Woman, also had a special fashion display 
this an elegant bridal window. The caption 
was “Let Tailored Woman's Barbara Wilson 
design the ‘Only One in the World’ wedding 
Hall of Mirrors.’ 
hung a draping of blue chiffon 
back of the window and _ bedded 
Walls at the end of th 
Clumps of 


LOwWT) for you sridal 
Mr. Fiehl 
against the 
the floor in 
window 
lilies-of-the-valley drifted 
on the floor. A bride 
cherubs hovering near her, each bearing aloft 


snow, 
were painted off-white. 
grew in the snow 
drawing of a with 
a candelabrum, was placed beyond the copy 
card, which lay on the snowy floor. 

A lone mannequin was dressed in a gown 
duplicating the one in_ the Her 
silken white gown was caught in soft drapes 
at the front and sides by bunches of the lily 
of-the-valley, the green leaves making the only 
touches of color. 
with a veil, a string of tiny pearls, and white 
She carried a prayer book. 
For an exciting display at Lord and Taylor, 


drawing. 


Her costume was completed 


gloves. white 


1959 


JANUARY, 


the display director, Paul Vogler, staged bank 
robberies! The read 
your own dazzling opening night! 
larly beautiful—the full length 
Lord & Third Floor 


\ copy card on the window floor poimted up 


legend “Coming soon, 
spectacu 
gowns 1n 
Taylor’s Collections.” 
the jewelry angle and read “These great jewels 

-simulations from our own immensely ex 
citing collection of Austrian jewelry.’ 

The floor 
marble squares to simulate a 
The back was covered by 
veined in white \ hues 
studded with brass bolt-heads was swung back 


black Within the 


Was a w hate 


white 
floor 
marble 


window was covered with 
hank’s 


black 
vault 


wall 


silvered door 


against the marble wall 


opening golden tree avainst a 


wall 
Bureglars’ tools were on thi Hoos 


a CTOW 


window 
red dynamite sticks, a sledge hammer, 
bar, ete., and a bottle of nitro-glycerin. ‘Two 


red velvet hags Were loaded with garnet re wel 


—At top left, opposite page, by Laurence 
Bartscher, Henri Bendel At bottom left, 
opposite page, by Gene Moore, Bonwit Teller 
. . « Bottom center, opposite page, by George 
Fiehl, Tailored Woman .. . Bottom right, oppo- 
site page, by Anton Heller, B. Altman : 
At top left, by Paul Vogler, Lord and Taylor 
... Top right, by Warren McCurtain, Gunther 
Jaeckel . . . Second row, left, by John Foley, 
Macy's... Right, by John Liles, Franklin Simon 
. . . Photos by courtesy Virginia Roehl Studios, 
New York City— 


ry and jewelry spilling onto the 
floor. The window glass had streaks of silver 
foil on it to 


Four masked mannequins were posed in thi 


More Was 


resemble cracks 


perpretrating the robbery 
left, 
and a pink 


setting as though 
he first, to the 
slippers, 


wore a pink and rose 


gown, rose mask Shi 


was wearing rhinestone jewelry and carrying 


hands he second man 
out of the vault 


arm SS hie 


more jewelry in het 


nequin was shown stepping 


with an Oper bag ot jewels on het 
was dressed in a short fringed red tormal, red 


gloves. red shoes. and garnets. and she carried 
| read mask 
lhe third 


hrocacd dres 


mannequin wore a rose flowered 


with | matching hand IT) he! 


hair. rose lippers and rose glove 


stick 


carried a rose mask and dynamite 


hand fhe fourth mannequi 


al Tdost colored adres rose lippet 


mask. a white fur. white glove 


stones She had ros mi her han 


COPS strip along thie window ledg« 


miss the exceptional values 1 
Day (oat Sales tor 
all over Lord & 
\ different ort 
thi windows if 
1 he 


Bartscher. used ‘It a vreat year tl 
as thi 


ict) 


VooTriel 
lavlor 
Henri: Bendel 


cellar di play directo 


caption tor the one pictured 


covered 


10 page 50] 


| hie vyindow foot Va 


| }?] 
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Showcase of the World: 


New Orleans’ International Week 


KOCLAMATION — International Week, 
P opened the curtains on the “show case 

of the world,” m New Orleans. The 
plaza of the civic center was ablaze with color. 
lags of all nations topped the balustrade in 
When caught by the kindly 
breezes from Ole’ Man River they stretched 


stalwart unison 


out as arms to jom together for a common 
cause. Dancers in costumes of their respective 
countries twirled, tapped and clogged a greet- 
ing. The sun as a natural spotlight, picked 
up the glitter of ornate dress and polished in- 
struments lt was a production worthy of 
“first night.” 

International Week provided the opportunity 
flor exchanging creative ideals and cultural 
advances with the businessmen of other coun- 
tries. It was a practical demonstration of the 
economic inter-relationship, through the ex- 
change of goods and services. This was made 
through the combined efforts of the 


city government, civic 


possible 
bodies and local busi- 
hnessmen 

Betty 
international receiving line 


kinnen turned Canal street into an 
(Columbia brought 
sidewalk cafe 


Platforms 


its famous coffee and set up a 


and served it free to all passersby 


p ee & 


INTERNATIONAL WEEK 


¢ 
3 : 
BE, ’ 
ae, 
2 : 


Wort \wAL ' 


By RAE LANDRY 


Merchants, civic leaders com- 
bine efforts to promote world- 
wide fellowship ... From turbo- 
jet to crown jewels —- display 
tells the story ... A gigantic 
merchandising Mardi Gras 


were erected along the street where dancers 
from the world entertained to the strains of 
their nation’s music. Every store window 
became a “country of the universe.” Industry, 
science, agriculture and art were displayed 
in colorful settings. 


—Top row, left, by Elwood Coombs, Labiches 

... Top row, right, by Pete Stucke, Godchaux’'s 

. . » Bottom row, left, by Leonard Pons, D. H. 

Holmes . . . Bottom row, right, by Emile Allline, 

Maison Blanche . . . Center insert, one of the 

many mobiles hung from the ceiling of Maison 
Blanche's main floor-— 











Godchaux’s was a League of Nations; each 
selling floor carried out in detail a different 
country. Before store opening each day, pro- 
grams were presented, and the sales clerks 
wore the native costumes during working 
hours. The main floor of this store, for the 
kick-off, was turned into an Italian street 
scene. The cafe which constituted the setting 
was complete to the candles burning in old 
wine bottles on the checkered tableclothes. 
Salesmen from the men’s wear departments 
were dressed as the waiters, in red jackets, 
black trousers, and red cummerbunds and black 
moustaches. The girls from other departments 
on the main floor, resplendent in elaborate 
skirts and embroidered blouses, served refresh- 
ments. Stuffed artichokes, hot pizza pie, 
Italian cakes and black olives, filled the menu. 
The “tourist” reclined in a gondola, fashioned 
by the display department, while being sere- 
naded by the handsome troubadours. Pro- 
fessional dancers completed the scene with a 
rare display of Italian renditions. An unex- 
pected international flavor was brought to the 
fore, when Charles C. Mills, general manager 
of Kolb’s, the only German restaurant 1n this 

[ Please 


turn to page 72 





IN ALL DIRECTIONS FILLING YOUR 
“KEY POLE’ orvers AND we're 
ALL EXCITED OVER THE TERRIFIC 
ENTHUSIASM YOU VE SHOWN FOR 


THE NEW ACCESSORIES WE DISPLAYED 
AT THE N.A.D.1. SHOW. 

IF THERE'S ANY KIND OF SET-UP 
YOu DON'T ALREADY KNOW. HOW TO 
MAKE WITH “KEY POLE’ yusT CALL 


OR WRITE ANY OF THE AUTHORIZED 
JOBBERS LISTED BELOW AND HE WALL 
SHOW YOU HOW “KEY POLE % WiLL 

SERVE YOUR EVERY DISPLAY NEED 

FOR DISTINCTIVE FIXTURING, 


* PATENT PEN DING 
TRACE MARK REG. 


ees Manutactured only by 
CREATIVE PROMOTIONS OF CALIFORNIA 
3820 GROVE STREET, 


Eastern Distributor 
EMPIRE DISPLAY MFG. co... 
OAKLAND 9, CALIF. 45 WEST 34th STREET, NEW YORK 1, 


DISTRIBUTED THROUGHOUT THE UNITED STATES AND CANADA BY 


ANCHORAGE DALLAS LONDON NTA MEDFORD, OREGON SAN FRANCISCO 
Tri-Ad Fixture & Store Supply Marshal E. Moody Co atthe eee RIO Sim's Cycle & Hobby Sylvan Cohen Displays, Inc 


2205 Sunrise Drive 1106 Jackson St. Wellington & York Sts 23 North Fir St 254 Sutter St 


CHICAGO 

The Fixture Mart 
314 W. Jackson Bivd 
CINCINNATI 
General Display Co 
25 Opera Place 


CLEVELAND 
Standard Displays Co 
1397-99 W. 9th St. 


COLUMBUS, OHIO 
Paul Lugger Displays 
2781 West Broad St 


DENVER 

Decorative Materials & 
Sales Co. 

ISIS Arapahoe 

FRANKENMUTH, MICH. 

Bronner Display 

121 East Tuscola 

FRESNO, CALIF. 

Wax Studio 

1436 West Weldon 

HONOLULU 

Bader's Display House, Ltd 

1049 Alakea St 


JANUARY, 1959 


LOS ANGELES 


Decter Mannikin Co 
1000 S. Los Angeles St 


LOS ANGELES 
Syd Jackman Co 
822 S. Los Angeles St 


LOUISVILLE 


Myers-Thompson Display Serv 


319 West Main St 


MONTREAL, P. 9. 
Hollinger Displays 
1449 St. Alexander St 
NEW YORK 


Empire Display Mfg. Co., 


45 W. 34th St 

OKLAHOMA CITY 

E. B ‘Jack'' Castile 

71 W Main St 

PHOENIX 

Mode! Manikin & Display 
Service 

1405 E. McDowell Rd 


SEATTLE 
Ross Display Materia! Co 
1409 Seventh Ave 


VANCOUVER, B. C 
King Agencies, Ltd 
114 Water St 


WICHITA 
Grove Displays, Ir 
ISIV E Sec na St 














Practical Display Suggestions 
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for Every 


was recently talking display with an ad- 

vertising manager for a large chain of 

department stores and the conversation 
got around to the question “Why don’t dis- 
playmen, in general, get enough credit and 
remuneration for their efforts; something 
that advertising men enjoy for the most 
part?’ His answer was short and brief: 
Their main trouble is that most displaymen 
do not trouble to organize or attend any lo- 
cal association or guild that would tend to 
publicize their work in their own location.” 


Whenever a man in an advertising depart- 
ment writes an exceptionally good advertise- 
ment and the buyer checks the results in the 
actual sale of the line or article, he imme 
diately establishes something tangible with 
which to build up his reputation. He usu- 
ally makes sure that top management is 
told of his achievement. 


Many displaymen design and execute out- 
standing store interior and window displays 
that help sell the lines featured just as ef- 
fectively as a newspaper ad. However, in 
so many cases, their efforts and accomplish- 
ments never seem to receive the proper 
credit by the store manager. 


An active local organization can do much 
to arouse more interest in display both by 
customers and mangement and this 
may well be first important step in 
eventually better recognition for 
work well done, and resultant higher pay 

[ know one relatively young man who, 
during the past five years, has done excep- 
tionally well in designing and installing dis- 
plays, and they have been recognized by the 
company. 


store 
the 
securing 


Today, he plays an active part in 
the top management of the store not only in 
display but in all their merchandise promo- 
tions, advertising, etc. He went to night 
school to study architecture and drafting. 
His first big break came when the company 
decided to enlarge and remodel the store. 
His plans and ideas soon convinced man- 
agement of his worth, not only as a dis 
playman but a good store planner and mer 
chandiser. 


[ am sure that there are many other young 
men in the profession who will eventually 
graduate into top management 
from the display departments and _ that 
eventually all management will recognize 
the vast potentials in display and productive 
merchandise methods. 


positions 


This month I feature a few display ideas 
that can all be built and installed at a 
reasonable cost; it is no use showing costly 
trims that would only be wishful thinking 
for the average display budget. 


(A) This corset trim features a large 
shadow box with the keyhole cut-out used 
for the feature display of a smart mannequin 
wearing a suitable garment. The inside of 
the box can be equipped with tube lights so 
that the figure will be high lighted. Paint 
the front of the box in pastel orchid and 
pink stripes with the two keys finished in 
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gold and silver suspended trom the ceiling 
with thin wire. The keys can be cut out of 
plywood or wallboard and they can certainly 
be reused in other trims. 

(B) This is the time of the year to teature 
party and evening gowns and this window 
trim will make an eye-catching display that 
will attract maximum attention. Cover the 
entire window back with midnight blue paper 
that will snap out the pure white panels 
against which the black gown is to be dis- 
played. Make a giant size bow tie out of 
white silk and attach to the side wall, as in- 
dicated. The pearl shirt stud can be simu- 
lated by using a large pearl earring. Note, 
how a few white bow ties can also be tacked 
on the dark colored background. 

This type of trim tells the story at a 
glance; which is something all good displays 
should do. Remember, it only takes people 
on the sidewalk a few seconds to pass by, 
and a good trim should stop the maximum 
number of pedestrians 

(C) This window trim can be used to fea 
ture layettes or other children’s wear and 
here, too, the eye-catching stork cut-out tells 
the story in seconds to all passersby. The 
plywood roof slope can be a sheet of ply 
wood with the chimney built out of wall 
board nailed on to a wood frame of 1 by 2s, 
and then painted to simulate red brick. The 
garments can be displayed on the slope 


New Structural Systems 
Are Versatile 

endless 
plications 
master” 


merchandising and 
attributed to “Wall 
structural systems incorporating 
floor to ceiling uprights and related hard 
ware, produced by reflector 
Corporation, Melrose Park, III \daptable 
to permanent or installa 
tions as interior walls, partiitions or free 
standing display applications, it is possible 
to create “custom” merchandising and dis 
play effects from these versatile 
ments. For information write to 


FP-12, 1400 N. 25th 


display ap 


are new 


Hardware 


semi-permanent 


arrange 
Dept 
avenue 


New Catalogue Features 
Valentine Foliage 

Illustrating their new line of artificial 
flowers, foliage and novelties for primari 
ly the Valentine season, is a new catalogue 
issued by Bernard Schwartz & Co., manu 
facturers and importers of decorative arti 
ficial flowers and _ novelties, New York 
City. It is available request from 
the firm 


upon 


New Seamless Colors 
Added for Spring 


A free color card, containing five 
seamless colors for spring, will be 
by Bulkley Dunton Co. to all who request 
it on company letterhead. The firm is 
the largest producer of seamless paper for 
display use and is located at 9 
vania avenue, Corry, Pa 


new 
mailed 


Pennsyl- 














FREE 


IDEAS FOR 
BUILDING SALES! 


Just off the press! 
A terrific new cata- 
log describing the 
complete line of 
VUE-MORE display 
turntables and 
BREVEL animation 
motors. 





Write for your copy today. 
Use the handy coupon below. 


VUE-MORE turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


Quiet, 
motors are designed for maximum 


versatile, efficient Brevel 
power and precise movement—yet 
compact enough to be used in any 
motion display. 


VUE-MORE: 


Rush a free copy of your 6 page 
Catalogue. 


Name 
Title 
Company 
Address 


City. Zone..... State 


DW 


VUE-MORE CORPORATION 


Lina. PROD i 


601 WEST 26th STREET ° ia ane) | oo 
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—A Caribbean trip for two via KLM Royal Dutch Airlines was 

the top prize in the national window display contest sponsored 

by Lilli Ann Corporation and KLM. Zane J. Semander, display 

manager of Craig's Houston, accepts the tickets and checks 

over a travel folder with Houston District Manager for KLM 
Hans Elsevier— 





Photographs for this 
page are always wel- 
come, the more infor- 
mal the better. Ad- 
dress them to Editor, 
DISPLAY WORLD, 


Cincinnati |. 











—As their salute to National Cereal Month, 
Clyde Lawter, display director of Newmans’, 
Cedar Rapids, lowa, had the store's millinery 


—Pausing briefly during their tour of Garrison- designer create six hats trimmed, using only 


Wagner's St. Lovis showrooms are Les Wipper- Quaker cereal products. The model here wears 
man, sales representative for the firm (left), 7 | a creation constructed of Quaker Puffed Rice. 
and George Miller, display manager for Gol- as f The hats are being shown in windows to 
man's of Flat River, Mo., and associated with applaud one of the largest of Quaker's cereal 


Golman's of Festus and Perryville, Mo. Mr. mills in the nation located in Grand Rapids— 
Miller was there on a buying trip— 


—New sales representative for Decorative 
Plant Corp., New York City, is John D. Mc- 
Carter, who will service the southeast from 
Florida as far north as Richmond, Va. He 
will continue to maintain his residence at 


Orlando, Fla.— 


—Proudly displaying their three lovely grandchildren are 
W. L. Stensgaard of W. L. Stensgaard and Associates, 
Inc., Chicago, and his wife Edith. The children are Mary 
Dee, age 7, Barbara Gene, age 3, and Jule Ann, age |, 
whose parents are Mr. and Wrs. W. H. Stensgaard— 





TUBULAR RACKS—Budget priced, 
adjustable height, all purpose racks with 
push-button control for easy adjustment. 
Durable Mirro-Chrome finish. With glides 
or casters. SQUARE TUBE RACKS— 
Smart, modern styling coupled with 
amazing versatility. Tubing in gray, baked 
enamel finish, highlighted by gleaming 
Mirro-Chrome hang rails. FOLDING 

| RACKS—Available in 48” or 63” 
TUBULAR RACKS ry - heights. Chrome hang rails are 60” long. 
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SQUARE TUBE 
RACKS 











y Dee: ee. ee ee ee ee L. A. DARLING COMPANY, 300 Matteson Street, Bronson, Mich. 


> '@) ivi -? A Al VY Please rush full information about the complete line of Darling racks 


and costumers. 
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DISTRIBUTORS IN ALL NEW YORK CHICAGO LOS ANGELES « ADDRESS 
PRINCIPAL CITIES 47W. 34th 222W. Adams 1828S. Flower * CITY 
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MANHATTAN DISPLAYS 
FOCUS ON FASHION 


[Continued from page 13] 


lhe back wall was a deep grey 
with rose and purpl 
mysterious, shadowy 
a wine cellar fanked against the window 
viass were the wine racks in which were 
stored hottles of the 
velour curtams framed th 


\ mele 


aging wines ‘Laupe 
window opening. 
mannequin was posed in the wine 


({ llas 


\t Gunther Jaeckel, Warren McCurtain, 
the display director, staged a simple setting 
that was exceedingly effective. He used tall 
toy soldiers im red and black and gold braided 
litorm as foils rol mannequins i) red 
began “A handful of 


mto the new season!” ‘The 


formals ‘an COpy 


Was covered 1h) black moire 


background folding 


screens were covered 


i! vlhite moire \ small version of the big 


_ 


tor lddiers im red and black and gold-braided 


Cornel (7 t hve Copy card ave Man negquills 


ere posed with the toy soldiers, all tive m 


the ruby red 
Macy's. 


display manager, had an elegant setting with 


where John Fboley is the window 
the caption “Macy's Sees you Kadiant by 
Night Drifted im chiffon or tulle 

the floor was covered by a beige Carpet 
Ihe walls were a sunny-toned beige, and 
\ bench 
with a gold-painted frame had a tangerine 
Above the 


chandelher of crystal drops with masses of 


ide panels were also in beige tones 


colored velvet cushion on. it 


tanverine-toned flowe rs 


\ white seart with black cut velvet ends 
vas arranged on the bench, and one end trailed 
onto the floor m front of the bench. (One 
black glove, tangerine-toned roses and a rhine 
tone necklace lay on the scarf atop the bench 
\ black bag, a black handkerchief, more of 
the rose ii the tangerme shade, the second 
black glove and rhinestone jewelry were at 
ranged with the searft end on the floor \ 
Carnegie Hall program lay against the copy 
card near the grouping lhree mannequins 
ere posed m the setting \ll three wore 


black ensemble 


““tTlow beautifully the holidays start moa 
olden glow " was the legend for a window 
it franklin Simon, wher John Liles directs 
gold! ‘The 
strewn with 
bits of gold fhe wall was a blued grey 


the «display livervwhere was 


floor was a sunny beige tone. 


in front of it stood paneled frames, with the 
frames painted gold. The panels were of glass 
painted im orangy tones with encrustings of 
metallic gold 

hour mannequins in the setting wore the 
featured gold-toned costumes 


Folder Describes Panels 
By Weyerhaeuser 


he Silvatek Products Division of Weyer 
haeuser Timber Company has released to 
the display trade a new specifications fold 
er on Ply-Veneer, the 
product mad Ol 


companys panel 
distended douglas hi 
veneer core, laminated top and bottom with 
heavy kratt liner board. Copies are availa 


im tacoma, Wash 


hle from the firm’s offices 


50 


\ festoon | 
of spider webs hung from the ceiling, lighted | 

lights to create the | 
terior atmosphere of | 





Your New York 


Allied Display Materials, Inc. 
241 W. 23d Sr. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Dispicy 





American Fashion Museum 
16 West 77th Street TR 3-9103 
CHARLES LEDERMAN, HISTORIAN 
Can turnish, on rental oasis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 


promotion Ask for information. Recommended by 
N. R&R. D. G. A. 





Arts & Flowers Displays, Inc. 
43 West 56th St Cl 7-7610-11-12 


Manutacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Display, Inc. 
(33 West 19th St. WA 4-626! 


Manufacturers of Display Novelties 
In Paper, Wood and Materials— 


Imports from all over the world 








Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





The L. J. Charrot Co., Inc. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 





Decorative Plant Corp. 


136 West 24th St. WA 4 4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds. Novelties 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn 1, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





Kenbury Glass Works 
132 West !4th St. Tel: WA 4-3186-7 


Christmas Balls, all colors and finishes made 
to order. Finials, Glass and Plastic Prisms, 
Apothecary and Lab. Glassware, Wire Goods. 


BUYING GUIDE 


A. Lutz 
3 West i8th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 
Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Manko Fabrics Co., Inc., 
630 9th Ave. (cor. 45 St.) Cl 5-2880 


DISPLAY MATERIALS 
Specializing in imported silks — foils — rayons — 
plastics — ninons — velvets — novelty materials. 
Metropolitan Mechanical Display Co. 
We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 
MECHANICAL BOOKS 
50 West 22nd St. OR 5-1280 








Mileo Mannequins 
7 West 36th St. 


MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quolity and style-right mannequins. 


WI 7-7618 








Miya Company, Inc. 
39 East 28th Street MU 5-351! 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 








Louis Schneider Corp. 
6 East Second St. OR 4.3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





SAVE TIME — 


DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 


It’s Always MARKET WEEK in New York 
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... and the finest 


DISPLAY RESOURCES 


| There has never been any question about the completeness and 
diversity of display facilities in New York, which enjoys generally 
accepted recognition as the display center of the world. Here you will 
find the best in display equipment, decoratives and accessories created 
by companies of fine reputation for originality. You can do a better 
display job for your store by working with these alert display houses. 


a ee a. tan i soete. a yee 


IT'S ALWAYS MARKET WEEK IN NEW YORK 























Seven Steps Up Ladder 


of P-O-P 


Creativ! 


By L. J. FIDLER, President 
Timely Service, Inc., Brooklyn, N. Y. 


Hk FIRST of the “Seven Steps Up the 
Ladder of Creativity” 
overcome the 


that can help us 
“Seven Deadly Sins of 
Sameness” is that of CHANGING YOUR 
PERSONAL CLIMATE. Nothing changes 
in any organization until the people at the 
first And the biggest change 
is a change in the climate 
Let me ask you some personal 


top change 
that is 
we live in 


necessary 
questions questions that were started by an 
that happened at the last P.O. P. 
In talking to a display executive, | 
mentioned how lucky he was having his offices 
so close to the Museum of Modern Art. He 
answered, 


mcident 
dinner. 


“Really, I’ve never been to the 
of Modern Art.” I| was shocked, 
not only because he was missing a source of 
continual imspiration, but because he had 
chosen to work in a creative business, but re- 
And s0 


or better yet ask 


Museum 


fused to live in a creative climate. 
| ask you these questions 
yourself these questions. 

When was the last time I, personally, went 
to the Museum of Modern Art or the Metro- 
politan Museum or the Museum of Natural 
Whitney Museum or the 
Non (Objective Art? lf the 
asks — What has this 
display? My answer is, 
because fine art is the fore- 
of applied art— which is an integral 
P.O. P. Remember that the entire 
concept of mobiles started with Alex Calder’s 
mobiles — some of which are exhibited in the 
Museum of Modern Art. And if you trace 
the origins of much of the Ethical Field Dis- 
plays, you'll find the starting point is Mondrian 


History or the 
Museum = of 
side of 


practical you 


got to do with 
everything 
runner 
part of 


who is also exhibited in the same museum. 

\sk yourself this question — When was the 
last time | participated in a cultural forum 
or provocative discussion (Once 
again from the practical viewpoint, this is a 
sparking and stimulating experience 
board tor creative thinking. 

\sk yourself another question — When was 
the last time | went to the theatre or ballet ? 
hese media set trends. In the theatre, My 
revolutionized the decorating field 
with its mauves and pinks and did the same 
thing im the tashion field with the Kdwardian 
Look lor pl actical 
When their Christmas 
Display, you'll realize that it could never have 
heen designed without a knowledge of Cecil 
sets in the ballet “Les Patineaux.”’ 
No piracy, no plagiarism, but the germ of an 
lea was there for development into display 


form 


about ideas. 


a spring- 


Fair Lady 


application, let’s use 


Schenley. you see 


seatton s 


Ask yourself this question — What was the 
last book | read on the history of art or the 
study of a specific civilization or the story of 


the Renaissance or Greek classicism? And if 
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In the December issue of DISPLAY WORLD, 
Mr. Fidler described at length what he con- 
sidered the "Seven Deadly Sins of Sameness’’ 
that are affecting the quality of point-of-pur- 
chase displays today. Here we conclude his 
speech before a recent meeting of the Point- 
Of-Purchase Advertising Institute, in which he 
described the ‘Seven Steps Up the Ladder of 
Creativity’ by which the "Seven Sins’ can be 
surmounted 


you want to know the practical application, 
think back about the start of the Schenley 
Elegance display campaigns. Ultimately the 
problem resolved itself as to whether the 
motif would stem from Victorian Elegance 
or Renaissance Elegance. The decision was 
Renaissance. 

Another question for you to ask yourself — 
When did | shop the Fifth avenue windows 
last? Here is a great treasury of artistic 
endeavor —a continual source of fresh in- 
spiration every single week. People of enor- 
mous geniuses in the world of high 
style work at getting wonderful display and 
merchandising effects —effects which will 
stimulate you to work in a similar vein. 

Once you live in this atmosphere and breathe 
the fresh air of new ideas, you will be ready 
for the step up the ladder of 
creativity. 

Step Number Two is DEVELOPING THE 
CREATIVE CLIMATE IN YOUR BUSI- 
NESS. Call your key people in — explain the 
new approach. Ask them the same questions 
you have asked yourself. Encourage them to 
shop Fifth avenue. Start brainstorming sessions. 
Have them go to trade shows like the Packag- 
ing Show, the Art Director's Show, the 
NADI Show. Get them to wade out into 
the ocean of new ideas. Buy tickets to Gigi 
or the ballet or the latest Broadway hit for 
your designers. In every way, get them ab- 
sorbed in the added dimension of the NEW 
ORDER to supplement the OLD. 

And then you're ready for Step 
Three which is CONTINUOUS EXPERI- 
MENTATION. This is tremendously 1im- 
portant. who can afford it, the 
best way is to set up a separate experimental 
department. For those who can't, how about 
experimental projects for 
time or slack periods — or even on a free lance 
The should be to make 
your equipment do additional things, to enlarge 
the scope of that equipment 


taste, 


second great 


Number 


For those 


setting up spare 


basis. objectives 
to re-analyze 
whatever you have been doing and see if it 
can be done better. In this way, your plant 
more creative and more 
sympathetic to your designers. What's more, 
it gives your art department more room in 


pers mnel becomes 


which to create. Experiment is the heart of 
creativity and the enemy of Complacency. 


And now we start hitting pay-dirt. Because 
now we are ready for Step Number Four, 
DEVELOPING NEW PROCESSES AND 
TECHNIQUES. From this point on, your 
displays start taking on a new look, because 
you are adding something new and different to 
what you have been producing before. You 
might develop a new finish — or a new texture 
—or a new color effect. You might develop a 
new kind of dimension. You could develop 
appliques — or almost any old thing — pardon 
me —any new thing. But one thing is sure — 
that as you develop new processes and tech- 
niques, your displays will begin to look differ- 
ent. 

And they'll look even more different as you 
swing into Step Number Five — DISCOV- 
ERING AND USING NEW MATERIALS 
IN POINT-OF-PURCHASE. Today, sci- 
ence 1s making so many advances in so many 
fields — technology is coming up with so 
many new materials and substances —all we 
have to do is reach out in almost any direction 
and we can find strange and dynamic materials 
that change the look, the feel, the very es- 
sence of displays. How many here know 
what Sculptofoam is? Or Sculptoglass? Or 
Nylon Horsehair? Do you know in how many 
ways Honeycomb can be translated into dis- 
play form? The list is endless . . . The possi- 
bilities can transform the entire concept of 
Point-of-Purchase. Take the trouble to find 
these new materials—train your people to 
explore them for your purposes—and_ the 
whole problems of Sameness vanishes. 

The sixth Step to Creativity is this —-PAM- 
PER YOUR ARTISTS. In a field where 
originality is a prize, the originator should be 
prized. He's the goose that lays the golden 
egg, so treat him that way and not as a 
necessary evil or an oddball. Sure, he may 
be peculiar, but if he weren't different, he 
wouldn’t see or do things differently. And, 
if he didn’t see or do things differently, his 
work would be ordinary. A good artist must 
be sensitive—and it is your responsibility 
to understand that sensitivity. Don’t restrict 
him too much with binding specifications. 
Don’t inhibit him with a list of Don’ts — 
“Don’t do this and don’t do that.” And in no 
case should he be put under the thumb of 
the production departments. 


In other words, give him a free rein and 
let him go and he’ll set the pace for you. 
If an artist is very talented, he may drive 
you crazy. He may challenge your production 
facilities. He may turn your whole organiza- 
tion upside down. But he'll lead you into 
new ways, he'll stimulate your imagination, 
he'll fight off stagnation. So PAMPER 
YOUR ARTISTS and they'll paint a profit 
picture for you. 

So here we are — up six steps on the ladder 
to creativity. We've achieved the right 
climate in ourselves, in our plant, in our art 
department. 


What does 


But how about the customer ? 
he think about all this? 


Ah, there’s the rub. For although many 
customers want great new thinking, there are 
also plenty who want repeats of what they’ve 
done before. Or what their competitors are 
doing. And that brings us to Step Number 


DISPLAY WORLD 





seven — EDUCATING THE CUSTOMERS. 

This is a real missionary job in certain 
cases. It is a rough, over and over again re- 
cital of the advantages of new patterns as 
against old. !t demands your arousing ex- 
citement about what you're doing, fighting 
fears of new things, upsetting tastes and atti- 
tudes that have been frozen years before. But 
the best way we have learned in this educa- 
tional process is in our presentation. In this 
presentation, we do a majority of sketches 
as per the customer's directions. And then 
we do a couple the way we think they should 
be done. On these we pin no expectations — 
only the slimmest hope. We call them thumb- 
nose sketches, because with them we thumb 
our nose at old thinking. And more often 
than not, much more often than not, these 
are rejected. But still we continue — presen- 
tation after presentation — including these 
thumbnose sketches. And every once in a 
while something happens. Somebody buys it. 
It turns into a successful display. And from 
that minute, the education stage is over — the 
customer is on our side. 

And that’s the whole story of the climb 
up the Seven Steps of the Ladder of Creativity. 
It’s hard to climb out of the hole of Sameness 

-a tough, tiring climb. Some of the methods 
sound very unbusinesslike. Some seem to be 
ruinous in cost. But in the long run, they will 
make more money than before for anyone who 
can follow-through on such a program. 

And your rewards will be three-fold. First, 
the entire P.O. P. industry will be upgraded 
in prestige —the stamp of originality is the 
stamp of leadership. Secondly, your firm will 
achieve a personality that will make it easier 
to get sales. In fact, you will not have to 
sell so hard — your work will be sought after. 
And thirdly, your personal gratification will 
be so great, it will give you, as an individual, 
an extra dividend from your business. 





Display by Proxy 
New TV Adaptation 

By placing television monitors in its 34th 
street windows, discount store L. B. Spears, 
New York City, gives shoppers a direct view 
of merchandise displayed throughout the 
store, rather than bringing the merchandise 
into the window itself. The system utilizes 
the window-screen Scanoscope, which 1s said 
to give a picture 75 per cent wider than the 
conventional television screen. 


Sumit Display 
In New Quarters 

Sumit Display, Inc., New York City, sales 
promotion and advertising display designer, 
is now in its new location at 501 Fifth 
avenue. 





Become a Professional 


MANNEQUIN ARTIST 


Learn the complete art of repairing, rebuilding, refinishing, remoulding, 
and reposturing mannequins with the look of a factory finish. 


Train on your jok, at the place of your employment, with our revolutionary 
teaching method. All finished work is serviceable. 


104 WEEKLY LESSONS — 6000 PICTURES 
CONCRETE — ABSTRACT — INSTRUCTIONAL 


This Visual-Aid Course has eliminated over 95% of the written word and 
examination. You acquire valuable experience while you train. The course 
pays for itself. 


You owe it to your future to investigate today! Write for a free Brochure. 


ONE LESSON CONSISTS OF 8 ARTICLES 





























SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 
1, and it will have prompt attention. 
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QD ushe Mannes wirt 


Art Schoo 


VISUAL-AID MANNEQUIN ART COURSE 
813 Articles 
Comprise a 104 Lesson Course 


| Student's Preface Booklet 

104 General Text Booklets 

104 Lesson Assignment Booklets 

104 Supplementary Series, 1000 Pictures 
500 Visual-Aid Series, 5000 Pictures 


Duske Mannequin Art School 


909 MAHONING AVENUE — YOUNGSTOWN 2, OHIO 


A Complete 
104 Lesson 
Course 




















ield of Auto Display 
Unveils New Vistas 


By PAUL GARNIER, Display Manager 
Blum's, San Jose, Calif. 


the 1959 models have made 
into the world 
have re 


CoV 
thei 
of automotives, 
signed themselves to “hard-sell” campaign 
would be a good time 
this 


THAT 
grand entrance 
and dealers 
for another year, it 


for displaymen to consider article as 
“food for thought,” and look into the pos- 
sibility of doing displays for the automobile 
industry, one of the largest in the world. 
My experience is with a particular auto 
dealer, British Motors Center, Ltd., San 
Jose, Calif., a major sports car center in 
the Santa Clara Valley, and located on a 
that has an amount of 
The large display area 
is visible point of the four- 
intersection. In the past five years 
faze of the automo- 


Cornel CHnOoOTMmMOUS 
traffic at all times 
from every 
cornet 
the imported sport cat 
bile field has grown by leaps and bounds, 
and now, more than ever, 1s right on top 
with the leading auto dealers. 

My association and introduction into auto 
display work started when | borrowed sport 
car parts and posters tor a car-coat fashion 
| mentioned the type of display 
thought would look good for their window, 
and the thought it 


| designed the back- 


display 


mimanager and owner 


would be a great idea 
redwood 
and 10 
trim 
being 
tuned to the displaying of the new models, 


constructed of 2-foot 
high, 24 feet 
started out 
with special 


ground : 
long 
with a 

emphasis 


Squares; & teet 
eet deep It 
month 


new 
Cat hy 


new teatures, et 
Now that the 
much comment and the management 1s 


displays have created so 


“dis- 
windows are changed 
first and 15th. | 
now have a monthly contract and | endeavor 


them a different, unusual and 


play conscious,’ the 


twice a month on the 
to give very 
simple-but-effective display. 

In selling the management on the display, 
1 used the old stand-by argument that this 
display will be a “silent salesman” 24 
hours a day, whereas a newspaper adver 
of the reader 


Motors 


is passed daily by thousands of people who 


would be in the eye 
British 


ftisement 


only seconds. The corner 


or 





@i 44888 --- 
* fon Cc h . alas. 


are on their way to work, going to beach 
resorts which are just 20 miles away and, of 
course, we mustn't forget the Sunday driv- 
ers! 

After doing this particular display for 
more than a year, I would like to bring out 
my personal opinion on auto display. Nine- 
ty percent of the auto dealers in this and 
surrounding areas have made this same mis- 
take and it is hard to change their ways. 
They spend thousands of dollars on beauti- 
ful display rooms, fancy lighting, neon signs, 
etc., but lose out on the real function of 
display. They will pack shiny new automo- 
biles in their beautiful show room and then 
plaster the glass front with large paper 
banners, pennants or paint bold letters on the 
front of their store, such as, “Prices Slashed” 
and “See the All New 1959 Models.” You 
are lucky if you can get a glimpse of a hub 
cap! 

It is my opinion that you should only 
show one car or two, depending on the size 
and location of your showroom, but change 
your approach every two weeks or so. Use 
a mannequin once in a while to show that 


Enterprising displaymen should 
consider world's largest single 
industry—the automobile . . . 
Showrooms, with banner-plas- 


tered windows, await your 


sales-producing services 


fashion and autos are more and more in 
style. If you have the same automobile, or 
automobiles setting on the same angle week 
after week, your display will become mo- 
notonous and people will just stop looking. 

You should also keep in mind that the 
majority of the auto show rooms are located 
in the section of town where motor traffic, 
not foot traffic, is to be appealed to, so your 
displays must be kept clean, fresh and un- 
cluttered. 

Lighting is a very important part of this 
type of display and should be considered as 
important as your display. Never use col- 
ored lights on colored autos; it distorts the 
true color of the car. Your display or 
background should carry enough 
that you won't have to rely on color spots; 
white lights are and 
more effective. 

Creative displays and the 
mood or theme is conducive 
to mention prestige. Proper planning and 
the display know how of effective display 
assumes a good part of the volume of busi- 


Cc lor SO 


also less expensive 


creating of a 
to buying, not 


ness. 
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NOW AVAILABLE...AT COMPETITIVE PRICES! 


OUR TWO NEWEST ne ala 


hanger is truly the BEST THERE |S! 


The double top notch*, which 
ncorporates the best features of all 
plastic hangers, makes for easy 


accessibility and yet assures you 


hat the garment will stay in place 
It is only natural that everyone says Cy BT} Sturdily re-inforced at all stress 


that ‘'theirs is the best ever made.’ pointssand perfectly designed for 
We, too, make this statement... but : smooth hanging and non snagging 
without reservation. ‘WE DEFY _. sturdy bottom loops for two 
ANYONE TO PROVE — OTHERWISE. piece garments. Ideal for 


If you have not yet received our —— gowns, bathing suits, etc. 


sample, write for it... and 


see for yourself. 


The same hanger as above with 


rust-resistant rod and adjustable clips 


SEND for.twonpiieshautty. evieowillsi die 
FOR A COPY 

OF OUR FREE 
ILLUSTRATED 
BROCHURE Ret «ten or pabamncight: nl 


utility ‘tiny tot’ 10” garment hanger, 








with the same quality features of 
ony other hanger in our famous line 
This hanger has both the double 
top notch® feature and the ° 


utility bottom loop. 


The same hanger as above with 
adjustable clip attachment for snow 


suits, two-piece outfits, etc. 


eretofore available on only the most 


; ongers 
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MERKLE-KORFF 


Handbook of Ideas 


for getting 


Action into Displays 


Merkle-Korff—the oldest name in dis- 
play turntable manufacture, with over 
25 years’ experience and hundreds of 
thousands of units in service — offers 
this profusely illustrated handbook of 
suggested applications for MOTION. 
DISER Display Turntables. 

20 basic and varied motions that 
can be applied in hundreds of ways 
to dramatize any product or theme are 
fully illustrated and accompanied with 
construction notes and diagrams. 

Capitalize now on the many ways 
of getting dramatic action into your 
displays at minimum expense with 
Merkle-Korff MOTIONDISERS — 
the turntables with unfailing depend- 
ability during long life. 

Ask for your copy of this idea- 
jammed handbook today — Bulletin 
No. 2050, 


MERKLE- 
KORFF 


GEAR CO. 


221 N. MORGAN ST., CHICAGO 7, ILL. 
MOnroe 6-1900 











Editors Comment 


(Continued from page 14) 


budget by continually lamenting the high 
expenditures of his employer for advertising and 
sales personnel, etc., and woefully comparing 
these with his own meager budget. Only by 
accepting his department's rightful role in 
selling and doing his best with the funds 
available will he prove to management that the 
results of his skill warrants the expenditure of 
increased funds. | 


There has come to our attention a number of 
instances where store management has issued a 
general order that trade papers shall be purchased 
by the individuals interested. This is an 
endeavor to cut costs in an overall retrenchment 
program, and is indeed a shortsighted policy 
involving a few paltry dollars. This comment is 
inspired by a very large retail establishment 
which failed to pass for payment the invoice for 
a renewal of subscription to this magazine 
without the knowledge of the display department. 
The resultant complaint that this magazine was no 
longer being received exposed the true situation. 
And let it be said for the courage of the 
displayman involved that the matter was called to 
the attention of the comptroller of this store 
and a store order issued for the resumption of 
the subscription involved. We are very happy 
indeed that this incident may result in the 
management of this store giving display a higher 
valuation than it apparently enjoys in that 
establishment. 


The matter of a national organization of 
displaymen frequently mentioned in these columns 
has gained the interest and support of a number 
of prominent display directors. We trust that 
this interest will grow until it bursts forth 
into an enthusiastic effort to initiate such a 
movement. The need is urgent and the results 
of display organization can do much for the 
advancement of display with lasting benefits to 
both display personnel and management. Unless 
this is so, such an organization can never hope 
to succeed. 


Cordially yours, 


Jad 2 Ae 


¢ 
— 
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VARIETY SPICES 
LOS ANGELES DISPLAY 
[Continued from page 33] 


the windows a hand protruded from behind 
a drape holding a hat; hand-carved wood 
figures about 12 inches high, resembling 
gnomes, were interspersed among the mer- 
chandise, accented by red velvet. 

The backgrounds were of a light blue 
fabric, and an elegant triangular wooden 
plaque containing a metal insignia of one of 
the local universities hung in the center. 

In keeping with their policy of presenting 
the unusual, especially in collector items in 
the different forms of art that lend themselves 
well in promoting furniture, W. & J. Sloane 
Beverly Hills registered another first. Their 
newest find was a large grouping of original 
commercial posters that are now collector 
items. 

They were considered an extraordinary find 
because they originated in the period of 1885 
1905, when posters were reproduced by means 
of engraved blocks of stone. These carried 
the signature of such famous artists in this 
medium as Cheret, Grun, Grasset and Miro, 
among others. 

Jim Hassinger, display director, created an 
exhibit phenomena by effectively displaying a 
great number of them in one window. He 
accomplished this by dropping the floor 22 
feet and uniformly covering the three walls 
as well as the floor with them. To dramatize 
their art value, they were appliqued to a black 
sateen background and a _ special electrical 
system washed each one on the walls with an 
individual light. 

The interest in this exhibit can best be 
attested by the fact that a porter had to clean 
off the window practically every hour because 
of the sea of smudges that accumulated from 
the many viewers. 

The “Miracle Mile” was treated to a strik- 
ing display of fashions for the business girl at 
Ohrbach’s-Wilshire. Using a large bulletin 
board to post a host of directives on fashions 
for the well-dressed business girl, Bill Meiss- 
ner, display director, surrounded it with 
many creations on mannequins. Olive green 
paneling and black and white copy simulated 
the feeling of an authentic bulletin board. 

A shelf immediately below it held purses. 
Added accessories were grouped in the center 
foreground. Amber lighting illuminated the 
area with extra emphasis directed onto the 
bulletin board. 


Display Trade Exhibit 
In London February 23-26 

The second annual Display Trade Ex 
hibition, Display Market Week 1959, will 
take place at the Russell hotel, Russell 
square, London, on February 23-26. Organ- 
ized by the National Display [Equipment 
Association, Display Market Week was 
staged, for the first time ever in this coun- 
try, in February 1958, at the Waldorf hotel, 
London. The unqualified success of the first 
exhibition and the widespread interest cre- 
ated by it in trade circles, are reflected in 
the eager enquiries from manufacturers and 
suppliers for entry into Display Market 
Week 1959. Even at this early stage, appli- 
cations for space have nearly doubled those 
for 1958. 
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eople buy 
by Eye SEs 


WHERE THE EYES GO... THE FEET FOLLOW 


COLOR 


ON YOUR DISPLAY BACKGROUNDS 


USE 
"The Quality pa Sg 


SEAMLES 


Available in the following 


@ 107 in. width x 12 yds. @ Ribbon Widths 2-4-6-8 in. 
@ 107 in. width x 50 yds. @ Sheets 26 in. x 40 in. 
@ Scatter for your floor 


Pe Rantieie kat 


LY iro 


Don't Be 


e 
witched _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card ... Jobber Inquiries Invited 


BULKLEY DUNTON & CO., INC. 


Bulkton Display Division 
CORRY 2-8257 CORRY, PENNSYLVANIA 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 








ECEMBER is a month brimming with 
activity for everybody connected with 
industry. Everyday life 
takes on new meanings and dimensions. 
lor the trade it is Market Week time. For 
the members of the NADI it also provides 
take stock oft 
have progressed and to look towards future 
time when 
efforts are in evidence 
this 


the display 


the occasion to how tar we 


growth. For all of us it 1s a 
the truits of ou 
everywhere in Christmas windows, tor 
is our big season. 

December, Loo, looking beyond our sphere 
and 
and And 
so, with our president, Earl Gasthoff, pres- 
Market Week, it 


res apping and 


is also the month tor retrospection 


prospection, for recaps forecasts. 


ent just betore was a 


good time for son antici 


pating of our own, 

With a pick up the 
interview, | obtained some timely commen- 
Here are 
voice is mine, 
‘look-back’ part ot 


‘look-ahead.’ 


match up to 


tape recorder to 
from our president, 
excerpts The other 

“Karl, let's take the 
the imterview first before the 
Did 1958, as a business 
expectations?” 

“When 


horecasts 


taries some 


year, 


1958 rolled around, with recession 


widely 
for anothers 


conceded, the prospects 
good year for the display in 
were not encouraging. ‘The reason 
for discouragement went back to the fact 
that order, dis 
play generally comes within cutting range. 
But that’s like your foot off the 
acelerator when approaching a steep up 
grade and the going gets difficult. That's 
the time to give her the gun. And, that’s 
what retailers did in 1958. 
Instead of decelerating and retreating, they 
entreating. The result 
level of retail sales in 
only did improve in re- 
they provided the one bright 
through the year and helped 
pull the economy over the rough spots.” 
“earl, pin-poimt all 
down to our point of 


dustry 


when budget slicing 1s in 


exactly many 


did some. strategic 
was an increasing 
1958 N ot 
tailing, but 


sales 
spot right 


you” said 
in the display 


Cath you 
VIEW 
imdustry ?” 
“VV hy » yes 
this 
display 


view, all 
spurred the 
Not as 


perform- 


krom our point of 


aceleration in retailing 
industry into a good year. 
good as 1957, but still a strong 
ance.” 

“Earl, | believe you are right. Most com- 
I've had trom NADI members are 
along the same lines; that 1958 was a good 


How do you teel about 1959?” 


ments 


year. 
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“That's a rough question to track down, 
but I'll take a shot at it. If things looked 
bad in the race for the promotional dollar 
in 1958, and yet we came through in good 
style, then 1959, which in all the warm-up 
forecasts looks like a winner in a booming 
economy, should find us improving display’s 
position as merchandising media. Actually, 
it wasn't until we reached the last quarter 
of 1958 that display business was able to 
forge ahead. The pre-Christmas months 
found many manufacturers working at full 
to fill last minute orders. This was 
due to many retailers, who had held back 
on orders, finally seeing unmistakable signs 
of business pick-up and deciding they didn't 
want to be left without merchandise on the 
shelves and the means to move it.” 

“How that affect the future?” 

“This way: the rising tide of business now 
in evidence should spill over in 1959, Even 
now, as many of us quickly shift over to our 
Spring-Summer lines in preparation for our 
December NADI show, there are indicators 
that the budget strings will be loosened for 
the coming year. Display should get an in- 
creasing snare of this business, The impor- 
tant thing is for management to realize that 
you cannot keep using the same display 
and materials constantly no more than 
you can use the same ad or same commercial 
too many times. The consumer likes to be 
exposed to newness and if the store doesn’t 
treat him to new ideas and displays, the 
consumer will get the idea that the store is 
in a rut.” 

“Earl, | know that it 1s hard to single out 
trends in our trade, but I would appreciate 
your taking a cut at this question.” 

“The functional type display —clean, un- 
cluttered and yet telling enough to sell the 
product — will continue to gain favor. Also 
important will be a blend of the decorative 
with the functional to get the extra leverage 
or originality, imagination and the different 
to attract consumer attention. This 1s an 
area where members of the NADI can be 
of special help to national manufacturers.” 


force 


does 


“Earl, I have always felt that there was 
room for expansion by many of our mem- 
bers into the area of mass produced, tie-in 
type displays that would fit the 
national manufacturers and yet receive ac- 
ceptance by the retatler, by being more 
closely tailored to their requirements. Could 
you expand on this point of view as a 
veteran in the trade?” 

“There 


needs of 


should be a wider 


acceptance of 


the tie-in type of display at the retail level, 
which pulls national and local advertising 
together at the sales point. Many national 
advertisers, by keeping the entire selling 
sequence in view and by tailoring displays 
to store able to get valuable 
window and interior space to sell merchan- 
dise. 


needs, are 


Brand name manufacturers with well- 
planned and well-prepared promotional ma- 
terials, are able to get their displays used, 
if not intact, at least as the pivot or 
fulcrum around which the windows are cre- 
ated. This aspect of cooperative advertis- 
ing should grow in popularity during 1959.” 

“That just about wraps it up, Earl. To 
summarize your statements, your thinking 
then 1s that the outlook for 1959 is opti- 
mistic. Emphasis will be on displays with 
utility blended with beauty, distinction and 
creativity to move merchandise.” 

Added to our roster during the past month 
were: Amplex Corporation of Carle Place, 
Long Island; Mystic-Lite Corporation of 
KImburst, N. Y.; Seasonal Display and 
Art Manufacturing of Bayville, N. J., and 
Zatero Studios of Philadelphia. Welcome 
to the Association. All of firms 
booked to display their products at the 
Trade Show Building during Market Week. 
In the next newsletter, a complete report 
will be made on the state of the Association. 

MARKET WEEK: In the next issue we 
will also report on the Spring Market Week 
from the NADI point of view. For now, 
however, it be noted that the advance 
registration our mailing to the 
trade customers, prospects and suspects — 
Over 1200 wrote in to say, 
“T am coming to your show.” 


these 


Call 
hased on 


was successful. 


From all of us in the Association, season’s 
greetings are extended with the hope that 
the next year will exceed our brightest ex- 
pectations. 


Coiffettes New Novelty 
By Madisonia 


Imitation bangs, bows and pretty periw‘gs 
of hair called Coiffettes are a new pin-on 
hairdo specialty that has become so popular 
and handled by the leading fashion stores. 
They come in all natural hair colors and 
delicious spun sugar shades, such as_ pink, 
blue, turquoise, green, lilac and 
Coiffettes are manutactured by 
Manikins, Inc., 152 West 25th 
York City. 


fuchsia. 
Madisonia 
street, New 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


Paul T. Knapp Announced 
As Associate Editor 

Introduced as associate editor of DIS- 
PLAY WORLD at December Market Week 
in New York City was Paul T. Knapp, who 
joined the staff following the death of Reis 
C. Kash, former editor, last June. Making 
the announcement was Nathan Silverblatt, 
who has assumed the role of managing 
editor. 








Mr. Knapp comes to the magazine follow 
ing four years experience in the newspaper 
field, having served as managing editor of 
both The Somerset Journal, Somerset, Ky., | 
and Northern Kentucky News, Florence, Ky. 
Coincidentally, Mr. Kash also received his 
early journalistic experience at the same 
Somerset newspaper before joining DIS 
PLAY WORLD’s staff 23 years ago. 

The 28-year-old journalist is a graduate | 
of the University of Kentucky, receiving the The Bliss STO-WAY Grill has been de- 
bachelor of arts degree in journalism. While | rT | signed to give maximum variety and 
active in various campus activities, he was | | speed of trimming in the minimum space. 
feature editor and columnist for the school | 
newspaper. 

Immediately after graduation he accepted 
an Air Force commission and entered upon 
a two-year tour of duty. Fourteen months 
of this was spent at Landsberg Air Base, 
West Germany, where he was public in 
formation officer. This assignment afforded 
him ample opportunity for extensive travel 
throughout kurope and considerable con 





tact with government officials and business 


Practically every branch store built within the last five 
leaders. 


| years has been equipped with the Bliss SEELINGRILL. 

In local civic affairs, Mr. Knapp is a 
member of the Campbell County Junior 
Chamber of Commerce and 1s in charge of 
all public relations activities for the Air 
Force Reserve in the Greater Cincinnati 


Please write for complete information. 


area. He resides with his wife and s1x- 
month-old son at 92 Garden Way, Ft. 


Thomas, Ky. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY t, NEW YORK 
EXeter 2-3890 


Shoemaker Appointed 
Penney's Displayman 


Named display and advertising manager 
for the J. C. Penney Company store at 
Savannah, Ga., is Richard Shoemaker. 


‘eee ee eceeeeeeeeeeeeeeeeeeeeeeeeeeeeceaeeeee ee & 
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to Order 
for 
Made-to-Order 


AY 


ENGRAVE YOUR OWN DISPLAYS 
with UNSKILLED LABOR 


The NEW HERMES port- 
able ENGRAVOGRAPH is 
specially designed to make 
small signs and nameplates 
quickly and easily, individ- 
ually or in small numbers. 


Make ideal displays for 
DISPLAY THEMES 
SPECIAL PROMOTIONS 
MERCHANDISING TIE-INS 


BEAUTIFUL EFFECTS can be obtained 
with a variety of materials —lami- 
nated plastics, plexiglas, metals, 
etc. Use a rainbow of colors too! 


EASY TO DO with unskilled labor, 
because of NEW HERMES tracer- 
guided principle. 


SAVES TIME—set the machine up in 
minutes, do beautiful, professional 
work quickly. Keep up with fast- 
moving display and merchandising 
developments. 


Pi cia! hermes ENGRAVING MACHINE CORP 
ren meel. ih aa She ae oe VG: 


NEW YORK 3, N.Y 


PLEASE send me your 
28-page Catalogue DE-1. 


Name 


Address 
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Latest Architectural Designs 
Accent Men's Wear Displays 


OULD there be a hidden concept be 
tween architectural design and dis- 
play of men’s wear, whereby by coor- 


dinating the two, one can achieve’ high 
style in displaying this merchandise? Cal 
(,authier, display director for George Wil- 
son's, Inc., Beaumont, Texas, thinks so, and 
offers these displays to support his position. 

\dmiration for the 
temporary architectural structures developed 


aiter seeing those of the Brussels World’s 


new phases of con- 


Fair, exemplied by the sway roots, angled 
roofs, umbrella type structures and the sim 
plicity in which art is achieved through use 
of sculptural designs and color coordination. 
As a also impressed 
by the ways in which lighting was used to 
accent these characteristic features. 

With these concepts in mind, Mr. Gauthier 
has incorporated the design of an architec 


displayman he was 


tural structure in the use of panels or back 
drops to achieve a pavilion setting in the 
hat window shown here, including statuettes, 
coordinating azure blue and walnut. In the 
other photo, the tie window, he has achieved 


a style institute setting by using a warped 
roof and coordinating flamingo and walnut. 
In both instances, the lighting fixtures were 
placed from the roofs in an effort to create 
a more appealing display. 

Colored gravel adheres to the roof of the 
hat window. An amber vase holds the 
rustic tone foliage and the spotlights are 
brass plated. The “Resistol Hat Pavilon” 
and the four plaques are cut out of hard 
board. Statuettes are in bronze and the 
background is beige wood and beige carpet. 

In the window featuring Wembley’s 
Golden House neckwear, paneling and tables 
are in walnut, with the tie brackets made 
from 1 by 2s. All art work is cut from 
hard board and painted flamingo. Light 
fixtures and the pot containing the foliage 
are brass plated. 

Irregardless of whether you attribute the 
these windows to the architec- 
tural influence or not, you must admit they 
do constitute very high caliber men’s wear 
displays worthy of comparison with the win- 
dows in other merchandise categories. 


success of 
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 FLOWERIZE™ 


YOUR 
SPRING DISPLAYS 


It's Spring Again and all over the 
world Springtime means Flower Time 
...10 give your displays that Spring- 
time look choose from the multitude 
of beautiful flower pieces featured 


by the Art R. Cohen Co. 
e SPECIAL SPRAYS 
154/1 Blossom spray—lé'' $ 3.50 doz. 157/1 Cloth Hyacinth—!3"’ $ 6.00 doz. 


154/8 Blossom spray—30'' 4.25 each 157/6 Potted Hyacinth—é plants 42.00 doz. ° : ° 
Suni Gienaes eave Chelee: pick, yohow, blve Mail orders filled immediately 
as shown 8.50 each 158/1 Jonquil—i4''—3 heads—rub- 
roe One ” a a ines Serving the Display Industry for 25 Years 
155/1 Forsythia spray—23" $12.00 gross ne slong: | 
155/16 Forsythia spray—42" 158/6 oe Jonquil—as shown— we 
as shown $27.00 dor. © plants z. 


1 Tulips—I6" rubber stem— 
155/36 Forsythia spray—60" cue Oe Se ee 


Yellow only 159/12 Potted Tulip with |2 plants 

3156/1 Dogwood spray—i6" $12.00 gross as shown. Assorted colors 30.00 doz. 

156/16 Dogwood spray—36"’ 160/1 Paper Hyacinths—i2" 3.00 doz. . e 
as shown 30.00 doz. 160/6 Potted Hyacinths with 6 


156/24 Dogwood spray—48'' 42.00 doz. plants as shown 24.00 doz. 
Choice—white, pink, or yellow Assorted colors 810 PENN AVE. © PITTSBURGH, PA. 














REGENCY 
GRAND PIANO 


No. 3173 


Beautifully designed replica of the traditional 


concert grand piano . . . finished in white 
with plastic gold edging, brass decorations 
and legs .. . half-extended drawer . . . clear 
plastic hinged lid . . . overall size, I1'' H x 
19" W x 29" D. 


Price each 


$29.95 


DOERR 


INCORPORATED 
Display Designers and Manufacturers 


SECOND AND MASSIE STREETS, PORTSMOUTH, OHIO 
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Windows of Tomorrow 


...Here 


Today! 


By RUSSELL D. SHAW, Display Director, 
Dickson & Ives, Orlando, Fla. 


Nothing is more obsolete than 
last year's rocket ship or yes- 


terday's space travel display 


theme ... No place for timidity 


MOV I 


Mita 


through the portals ct 


tomorrow, the display pro 


Ss WI 
1959 


lession is contronted with a challenge 


to keep pace with the advancing modern era 
vith its rocket 
hoots.— Wi 


ew“ 


space travel and “moon 


must meet this challenge with 


concepts m display, take the imuitiative im 


dreammg up new and different tdeas which 


vill create the positive desire in the cus 
tomer to buy 


\\ { ate 


rie thods a] display 


keenly aware that yesterday s 


are obsolete Theretore, 


ve must continually develop new concepts 


of design it we are to the barriers 


ot sales 


Overcome 
resistance 

article in the November 1958 issue 
VY WORLD entitled “Fluorescent 
Magic,” we 


In our 
ot DISPI 
Color 
mm display that offered terrify 
bilities. One of the 


pre sented a new concept 


impact possi 


country’s largest paint 


called Thi recently to con 
this 


secured the 


manutacturers 


yratulate me on new idea, having in 


read it 
Phey advised they have just brought out six 


some way article and 


fluorescent colors in 


rolls 


a great opportunity to create 


at eight new papel 


which comes in long Display manu 


facturers have 


an entirely new line ot artificial flowers 


and other display decoratives with thes 


tli rescenyt papers 
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timid 
must 


must not be 
concepts We 
into the tuture, and 
Todays “windows ot 
fabulous 


but we displaymen 


about trying out new 


our thinking 
boldly. 


must 


projec { 
strike out 
tomorrow” 


create a story ot 


fascination with the future. They must pro 
brief but provocative glimpse of the 
swift changes that are helping to revise the 


vide a 


calendar ot tomorrow. 
skeptical group 
North Carolina 
perched on the 
contraption ot 


Kifty years ago a curious, 
of citizens stood on a beach 
sand 
cloth, metal 
The Wright brothers had 
vision and faith in their “flying machine” 
and the lived to marvel. It 
first venture into the air which has 
him to the final frontier of the 


Betore them was a 


crude bamboo, 
frame and wire. 
skeptics was 
man s 
brought 
universe space 

The display profession has advanced from 
the “Kitty Hawk” 
ing pace with the jet and rocket age? We 
must not remain “earth-bound” by 
old conventional concepts. 


stage, but are we keep 


the same 


| have felt compelled to meet this chal 
lenge for some time. 
article in the 
WORLD a 


with a 


In connection with my 
()ctober DISPLAY 
picture featured of a win 
rocket 

suriace of the 


issue of 
Was 
dow model moon 

depicting the 


moon and other bodies in space. I also de 


against a 
hackground 


signed and built another moon rocket, based 
on information gleaned from reading arti 
scientists. A little later | 
constructed a model flying saucer, complete 
everything but the little 


cles by rocket 
with green light 
men! 


| used these three “space ships” against 


variations of the moon background in a bank 
of three windows. The response to these 
windows was terrific. Why? Because the 
number one topic of interest is space travel. 
It is on everyone’s mind these days, and 
even if they do not have the imagination to 
visualize these things, they still have an 
avid interest in seeing other people’s ideas 
on paper or in model form. Used as a mo- 
tif in a window display, it is sure to com- 
mand attention. 

However, | was amazed at the widespread 
interest created by these windows. They 
came to the attention of certain officials at 
Cape Canaveral who asked to use the models 
and scenes in a special exhibit at Patrick 
Air Force Base on Armed Forces Day. It 
was estimated that 25,000 people viewed the 
exhibit on that day. The models have been 
used by Air Force Recruiting and by tele- 
vision stations. They 
store with many thousands of dollars worth 
of institutional publicity. 


have provided our 


The picture above is one of another series 
of “windows of tomorrow here today.” They 
featured my idea of trees on a windswept 
mountain of the The background 
was painted on paper. I 
sprayed over it with yellow, and highlighted 
the outer edge with red, then sprayed a mist 
of latex white over the entire scene to blend 
it together. The tree was black, gray and 
We cut out a similar tree from wall- 

backed it up with 1 by 2s and 
painted it to scene. 


MOon., 


blue seamless 


white. 
hoard. 
match the tree in the 
The other two windows featured trees with 
a slightly different design. 

These windows created quite a sensation 
\ television station asked to use the scenes 
in a special program and atterwards ad 
vised me the mail response to the showing 
of these scenes was tremendous. 

Do not be 
future and using your imagination in con 
structing a travel display, 
in a few short years it will probably look 


timid about looking into the 


space because 
outdated. 
a “rocket ship” 
At the time I thought it was truly 
look at the picture 


Five or six years ago I designed 
for use in a Fourth of July 
window. 
“futuristic,” but 
am amused. 


when | 
now | 

You will have to use your own ingenuity. 
| built the tubes and 
gadgets I had around the shop, plus a few 
The flying 
aluminum 
surplus 


rockets out of metal 
inexpensive things [ purchased. 
made from a large 
found at an army 


saucer 
mixing 


Was 
bowl 
store! 

By drawing upon your individual imagina- 
tion and ingenuity, I urge you to make use 
of the great potential, “windows of tomor 
row here today.” 


St. Louis Panel Discusses 
"To Build a Better..." 

The third panel discussion in the “point 
of view” series being conducted by the St. 
Louis Display Guild held November 
18, with the subject being “To Build a Bet 
ter...” Along with Bruce Barrington, 
moderator, were panel members Betty Lou 
Custer, A.L.A.: Marvin Nu-Era 
Business Interiors; Jack Ruth, Famous- 
Barr; J. T. Chord, Stix, Baer & Fuller; 
\drian Delsman, Famous-Barr, and William 
International Shoe. 


Was 


Pow es S. 


Thomsen, 
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Your Business 


FAMOUS 
BAILEY-BUILT 
STORE 
FIXTURES 


A NEW SENSATION 
BAILEY-BUILT PROFI-TABLE 





@®Can show 250% 
same floor space 


+ Finished 1) yout chor 
color Ss. 


J Adaptable tor seasonable 


eD 4 7 The very latest BAILEY-BUILT item 
Csipnes or quick assembiv: sim 


strip down or move saacis THE VERSATILE GONDOLA The Nationally Famous BAILEY-BUILT 
s Clan withst nd rougl stor a 6 \ practical combination self service unit FOLDING DISPLAY COUNTER 


@ kront—sheives and storage bin @® Extra counter tor special sale 

@ Holds heavy merchandis. @® Back—strone garment rack @® Kasy to assemble 
@ Outstanding features for low cos @ Versatile has many uses @® Answer to fixture 
@® Built by customer demand @ Compact tor tor 


* Available in s ( , 
. 7 No hne display selling nit made & kconomt i 


Manufactured by 


Ogg corey * ' Oo 7 BAI L a Y € Oo °, i | C. re rtrd 








CALART 


Does It Again! 


Once more the California Arti- 
ficial Flower Company has come 
out with a fast-moving, profit- 
making, new line of arrangements 

and, of course, the Calart 
quality of product and fidelity of 
reproduction makes this merchan- 
dise you can be proud to display 
and sell. These new arrangements 
are the finest without premium 





price . . . to create enthusiastic 
customer-excitement — and more 
business for you. 


Write now for NEW Color Catalog 


CALIFORNIA ARTIFICIAL 
FLOWER COMPANY 


B: Te a a hig 0 eM Gas ae 400 Reservoir Ave., Providence, R.I. 
PD At ry hy ‘i Ay Se Ve te 
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Specially Priced! Always First in 


SPRING PROMOTION BLOSSOMED TREES 


APPLE, PEAR, CHERRY, QUINCE 
DOGWOOD, White and Pink; FORSYTHIA 
Fully Blossomed 





SPRING VALLEY 
° 7; 
7’-8' Beautifully Shaped ho y 
Trees | 


5'-6' Spread 


$50 each NATURAL 
CREATIONS 


Wisteria: White, Lilac, 
Purple 


Lilac: White, Pink, Lav- 


ender 


$75 each 


Espalia Trees 
HACKENSACK \4 


Shaped Hedaes 
Tropical Trees 


Orange, Lime and Lem- 
on Standard Trees 


Priced according to size. es 











Natural Creations, Juc. 


EAST SADDLE RIVER ROAD e UPPER SADDLE RIVER, NEW JERSEY 
DAvis 7-2260 N. Y. Ext. BRyant 9-5023 








Bulletin Boards for 
Pee eee core ear Better Selling! 


ADVERTISED TOD AY | Store Directory & 


wey ‘* 


adil aa 


Pe ae on 


ne Ele Pesca Let an Acme board create 
alts impulse buying with its depart- 
\eueoieoy mental listings and your adver- 
Mink Coats tisements. Write today for Acme's 
ee MEME FREE folder “Selling Through 
Suggestion," and the latest cata- 
log on directories and bulletin 
boards. 


ACME BULLETIN COMPANY 


37 EAST 12th STREET e@ NEW YORK CITY 3 




















Sayford Corobuff Moves 
To Connecticut Mansion 


Don C. Miller, director of Sayford Coro- 
buff, has again been a factor in industry 
changes. Late last year the sales corpora- 
tion of the Frank M. Sayford Company, Inc., 
marketers of Corobuff, decided that the firm 
had no business operating out of a loft be- 
neath the Brooklyn bridge and called on the 
Connecticut State Development Commission 
to find new offices where more space and 
better working conditions could be utilized 
towards producing a better product and giv- 
ing better service. 

Working in strictest confidence, they nar- 
rowed down the field of search to Litch- 
held County, Conn. Corobuff's manufactur- 
er soon organized a new concern, Saytord 
Corporation, to acquire “the perfect place” 
for headquarters, and the new corporation 
entered into protracted negotiations with 
leading citizens of the town of Litchfield for 
the purchase of the original Goddard Estate, 
an elegant mansion of the post bellum era, 
complete with salons, drawing-rooms, ac- 
commodations for 11 maids, carriage house, 
and porte-cochere. The main building, con- 
structed of imported stone, is situated just 
off famous Goshen road, north of Litchfield 
Green, and tronts on some seven acres of 
clipped lawns and trimmed shrubbery, with 
a Japanese pagoda thrown in for summer 
conterences. 

Soon after the turn of the year, Sayford 
personnel commissioned an architect, gen- 
eral constractor and interior decorator to 
thoroughly renovate and returbish the estate 
to what today is the Sayford headquar 
ters. Today, Mr. Miller rules his Coro 
buff domain from offices painted a_ pale 
pastel green, complete with a large working 
fireplace, itself taced with darker’ green 
glazed tile. Underfoot are hundreds of 
vards of specially woven carpeting laid over 
the original parquet flooring throughout the 
offices. 

Of the business results of this flight to 
the country, Mr. Miller says, “This has been 
the best thing that has happened to Corobuff 
since we established the line in 1931. Not 
only does the new location attract many dis 
play customers from New York and points 
West, but we are now able to entertain all 
our friends in style, especially those who 
are accustomed to dealing with display 
products on a high level of artistic achieve 
ment.” 
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New York City to Have 
Display Center 

A display center in mid-Manhattan was 
disclosed at the meeting of the Display 
Credit Association on Tuesday evening, 
December 9, during NADI Spring Market 
Week. The meeting was held in the New 
York Trade Show building with 15 member 
display companies represented. A_ general 
discussion of the credit situation in the dis 
play field indicated that the association can 
only supply latest credit information as a 
guide to its members, but cannot issue a 
“black” list and torbid members to extend 
further credit to delinquent concerns. The 
extension of credit is obviously a discretion- 
ary procedure and the services of the asso- 
ciation should be used to make individual 
credit decisions. The discussions disclosed 
that several of the slow-paying jobber ac- 
counts have fulfilled their obligations com 
pletely for many years and should not get 
the stigma of unreliable business operation. 

The success of the association under the 
management ot Maxwell A. Sturtz was high 
ly commended after he made his report of 
results accomplished. 

Sturtz then presented his plan for a dis 
play center in mid-Manhattan to offer show 
room and display facilities for New York 
and out-of-town display companies. It was 
pointed out that a number of New York 
display companies are inconveniently located 
to serve prospective customers nor do they 
have the proper tacilities for the attractive 
display of their wares. The center will be 
located at 400 Eighth avenue, just a few 
blocks from the Hotel New Yorker and the 
New York Trade Show building, right in 


the heart of the display industry, at kighth | 


avenue and 30th street. 

This building has been completely recon 
structed and air-conditioned and with tts 
modern foyer and automatic elevators seems 
to offer ideal facilities and location tor such 
a project. The floors each contain about 
15,000 square feet and already the two top 
floors have been contracted tor and _ the 
space almost completely booked to ; 
known display companies. Two additional 
Hoors, the fifth and sixth, have been taken 
under option with the hope that the imme 
diate demand for the original space indicates 
that this additional space will be necessary 
to accommodate the requirements of the in 
dustry. 

Maxwell A. Sturtz is director of this 
project and will maintain offices ot the Dis 
play Credit Association and the Ditsplay 
Center at the new address. 


Price Fails to Deter 
Purchase of Panel 


When a lady approached Emile Alline, 


display director for Maison Blanche, New 
Orleans, desiring to purchase a Christmas 
panel he was using as a prop in one of his 
holiday windows, he thought he would dis 
courage her by quoting her an outlandish 
price, since the panel could not be replaced 
promptly and was doing a good job 

He gave her a figure of $500 tor the panel 
containing decorative Christmas ornament 
designs and it was snapped up immediately 


The panel originally cost Maison Blanche 


$78 when purchased trom Commercial Art 
Shop, Charlotte, N. C 
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PUT THE “SQUEEZE” PP) gs 
ON DISPLAY ee oy -... 


36 different 
models and &0 


| . e staple sizes for 
: Za any tacking 


requirement 





———————— : 
——"_ Get simplified display¥ 
tacking with fast, jam- * « 
proof performance. De.- 
east signed with the display 
man in mind to give you 
sturdy, lightweight con- 
tle struction and depen 


HANSEN wou: TACKERS 


SIMPLE e SPEEDY « SURE 























Jj hy 
‘ 
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SAVE TIME WITH 
HANSEN VEST-KIT 

Assures you of a handy sup- 
ply of staples at all times. 
Packed 1000 staples per kit. 
Slips into shirt pocket. 


A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue « Chicago 40, Illinois 


4 yj 
4% 
ua 


MUTT 
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SHOW CARD AND POSTER MACHINE 


an eae?! SPEED----SIMPLICITY 


’ 


"IN LOW OPERATING COST----LONG LIFE 
MODEL “AU ye °°" 


With new ‘Magnetic’ type 
lock up. Greatest advance- 
ment in sign machines within 
last 25 years. SPEEDS UP 
OPERATION and provides 
complete flexibility of type 
orrangement. 


MODEL "B" 


A medium priced sign ma- 


a ‘ “SIGNPRESS” 


\ ATA Ti: p< : Ae iT 
+ 


3 oH wo Hr DIHPY 
chine using rubber type. Pro- eidiareved av yor 

duces high quality signs at 

low cost. 


Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. 


MODEL A — 14x 22 
MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX A-144, ADRIAN, MICH. 
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GOOD LOOKING! 


3 day SERVICE to Chicago, Milwaukee, 
Detroit area 

3 day SERVICE to New York, Philadelphia, 
Boston areo 

6 day SERVICE to Los Angeles, San Fran- 
cisco area 

3 day SERVICE to Miami, New Orleans 


oreo 


NATURALIKE 
GREEN GRASS MATS 
Serving display needs since 1920 


MEMORIAL 


GRASS CO. 


521 East 7th St., Uhrichsville, 
Phone: Wa 2-1261 


Ohio 











—Rotaseller and Husky — 


TURN 
TABLES 


The finest quality 
turn table on the 
market today. 


They will give you wonderful motion dis- 
plays. 10 models. Write for literature. 


Sold by leading jobbers 
ULRICH BROTHERS 


2923 Agnes Corpus Christi, Texas 





Knollenbergs: 


One Man Display Operation 
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WNC 1 ALIS 


‘ 


Director Paul C. Nelson peren- 
nial winner of brand-name 
display awards . . . Most win- 
dows aim for immediate sales 
...A booster for showcards 


IXTY-SEVEN Pioneer salesmen carry 
S with them a photograph of a window 
display to point out to retailers every- 
where how their belts, suspenders and other 
be promoted 
results. It's the 


play created by Paul C. 


surprising 
award-winning dis 


products can with 
sales 
Nelson, whose one 
man operation tor Knollenberg’s, Richmond, 
Ind., is the envy of higher-budgeted, 
larger-staffed department stores. 

Mr. Nelson seems to have a special knack 
awards In addition to the 
awards have garnered 
display of Garay belts and bags for 
the ladies and tor a 


many 


for winning 


Pioneer prize, been 
ior 2 
cosmetic window for 


|_entheric. 


7 : AR IR 
ofan : 
Rae a ] . 
s 


=* 


With tew exceptions, Mr. Nelson 
rates the seven windows of the 92-year-old 


deco 


store with tmmediate cash register results 
in mind. The exceptions are when utilizing 
an institutional-type novelty idea or show 
ing high tashion merchandise, when he does 
not expect window calls so rapidly. 

In handling display for his $1'% million 
volume employer, he tries to keep all de 
partments happy with a fair balance of time 
and position in his windows and does not 
charge windows to the various departments 
as 1s practiced by some stores. 

Although operating on a budget of be. 
$1,500 and $2000 tor custom-built 
props, when the expense of additional sup 
plies, fixtures, cardboards and 


tween 


salaries are 
included, the total expenditure tor display, 
will that 
metropolitan store of comparable 
Nelson contends. 


percentage-wise, nearly average 
of any 
SIze, Mr. 
He believes in the value of an extremely 
large number of show cards throughout the 
windows and and all of 
hand-lettered. Seamless paper backgrounds, 
with very little decorative treatment, is typi 
this 
play material fits so well 
tions ot his modest budget 


interior them are 


cal ot his displays, as practical dis 


into the limita 
The Pioneer window, pictured here, 
travel 


uses 


posters to focus attention on the 
contest promoted by the window as well as 
the belts The belts 


are attached to tramed pegboard panels with 


and other at cessories 


special clamps. The displays of suspenders 
and cuff link-tie clasp sets in the lower left 
was supplied by and 


Pioneer tor windows 


counter point-of-sale use. 

Ladies’ belts are displayed in a relaxed 
atmosphere ot rattan 
the award-winning 
The 
casual attire demonstrating one ot the belts 
as numerous others are displayed in tan-like 
pattern trom an attractive plateau unit to 


matting and woven 


screens 1n window also 


shown. display has a mannequin in 


show the extensive styles and colors availa 
ble. All of this 1s topped by a large colorful 
poinsettia blossom 
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Warmest wishes for a MERRY EXECUTIVE OFFICES 


HOTEL NEW YORKER 
CHRISTMAS and a HAPPY NEW pence 


YEAR ...from every NADI member. NEW YORK 1. N. Y. 











\ZVY- HW 


——— 


Sj 
to get more/ ATTENTION wh Wi for YOUR DISPLAYS 


WA 


ee ie 
=< Tt — 


\- 
POTTERS =™ SILVER GLASS TINSEL’ 


Unmatched for sparkle see truly economical .. . nothing, but nothing. 

can match the sparkle of Potters Silver Glass Tinsel in silver or in your choice of colors 
For longer lasting brilliance, silver is available in tarnish-r sistant grades 

And, for displays that glow in the dark, ask about Potters Reflective Spheres 


Available from your jobber, or write for samples and name of nearest jobber 


THE JONEL COMPANY, Carlstadt, N. J. 


awholly owned subsidiary of POTTERS BROS. INC. 
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Pinned down sleeves 


go UP in ARMS! 


ll you can convert your SUIT and 


Shirt Forms from stiff, silent 
statues into EYE CATCHING, 
LIFE and ACTION with ARMS. 


— i allow garments to hang smoothly 
and naturally without pinning 
down or padding . . . even on old 
out-moded forms. 


a make SUITS, JACKETS, SHIRTS, 
etc. become ALIVE with ACTION 
.. « attract more attention... 
look better . . . make dressing 
all garments simple . . . Save Time. 


“ACTION ARMS" are made of wood and 
brass with 2-way bullet swivels that turn to 
180 and 360. 


Easily attached to any form 


Only $8.95 pair 
UNCONDITIONALLY GUARANTEED 


Buy them at your dealer or order direct 


D I 4 i LAY Al D § ( 0 e 18115 MIDDLEBELT RD., LIVONIA, MICH. 


WINDOWS ARE THE EYES OF YOUR STORE... ATTRACT EYES TO THEM 











To Supplement YOUR DISPLAY LIGHTING Needs 


Show cases; store windows; signs; interior displays, etc., get a luxurious lift in sales appeal 
when one or several PEE WEE spots are used. Ideal for short range in both white and color 
lighting. Handy for top, side or high lighting. Unit is compact, lightweight; has polished 
mirror, Fresnel lens; universal mounting bracket; gelatin color holder and 3 sheets of assorted 
colored gelatin; biack and silver wrinkle finish; size: 4'/.°' x 5°° x 2!/2"'; Range: from 12" 
spot to 36"' spread at 3 feet, 4 

Only ad 


Price Does Not Include Bulb 


ALSO | MODEL 
BEST 400 WONDER SPOTLIGHT PEE WEE 
BEST AUTOMATIC COLOR WHEELS —, 
DISPLAY LIGHTING ACCESSORIES 


Write For Literature 


vet oest Help AT) | 


You Do A Better EC * 
wehton bi ~ | THE BEST DEVICES 2: 
10921 Briggs Road, Cleveland 11, Ohio 














FLASHERS 


Since 1900 


Force Attention, Increase Advertising Value 


REZE2ERS 
® ELECTRIC COMPANY 


OSS RIVER ROAD RIVER GROVE, ILL. 








-So Low In Price... You Can Buy Several 





JANUARY, 1934 

William Arinow, display manager of 
Shillito’s, became the first president of the 
Cincinnati Display Club, which was formally 
organized January 9. Other officers were: 
secretary, Howard Williams, McAlpin’s; 
treasurer, J. Roy Edwards, Kroger Grocery 
and Baking Company. Nathan Silverblatt, 
who was greatly instrumental in the forma- 
tion of this club, was elected an honorary 
member. 

The International Association of Display 
Men released to its members three articles 
on current display subjects: What's new 1n 
men’s wear displays? by Clement Kieffer, 
Jr., Kleinhan’s, Buffalo; What’s new about 
hardware displayed by Carl Haecker, Mont- 
gomery Ward, and What's new in piece 
goods displays? by Ellsworth Bates, The 
Boston Store, Milwaukee. 

J. Duncan Williams, executive secretary 
of IADM, was guest speaker at the sixth 
meeting of the St. Louis Display Guild. He 
praised the work of Glenn H. Stocker, Guild 
president, and other members for their en- 
thusiasm and progress. 

Plans tor the annual [ADM convention 
were approved by the Chicago Display 
Club and it was scheduled there for August. 


JANUARY, 1949 

Visual Merchandising Group of the Na- 
tional Retail Dry Goods Association met at 
New York City in conjunction with the 
NRDGA national meeting and _ discussed 
such topics as budget, display personnel, 
problems of display and coordination with 
other store departments. Mostly retail ex 
ecutives other than displaymen were present 
W. Arthur Gray, Lansburg’s, Washington, 
DD. C., was chairman of the group. 

Attendance at the Display Market Week 
at Los Angeles, conducted by the California 
Display Industries, was double the previous 
vear. In conjunction with the CDI Market 
Week was the election ot Del Le Sage, dis 
play director of The Crescent, Spokane, 
Wash., as president of the newly organized 
Western Display Association 

Elected chairman of the Board for the 
displaymen’s organization was Suren B 
Holmes, Famous Department Store, Los An- 
geles. Six vice-presidents were: Adrian 
Delsman, Famous-Barr, St. Louis; Ralph 
N. Egurola, Steinfeld’s, Tucson; Richard 
Iernesti, Miller & Paine, Lincoln, Neb.: W. 
P. Hansen, Z. C. M. I., Salt Lake City; 
Franklin W. Mann, Berkson’s, Kansas City, 
and Paul Smith, Robinson’s, Los Angeles 

Under the leadership of a number of 
progressive display installation — service 
heads, a national organization, tentatively 
called the National Window Display In 
stallation Service Association, was being 
considered. Sol Fisher, Chicago, was tem 
porary chairman and executive secretary 
The first of several zone meetings was held 
at New York City on January 29. 

Directors of the Southern Display Asso 
ciation were busy planning the 1949 Display 
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Exhibit and Conference in Atlanta on May 
1-5. They announced that the exhibit will 
take only two floors instead of the original 
three at the City Auditorium annex. 

Plans for enlargement of the Milwaukee 
Display Club into a state-wide organiza 
tion were announced at the club's first meet- 
ing of the year, by Al Blaha, president. 

Fred Zimmerli succeeds Catherine Sutton 
as display director for Sanger Brothers, 
Dallas. 

John C. Nichols, display manager for The 
Higbee Company, Cleveland, broke his leg 
in an accident while vacationing in Endicott, 
ly 

A sudden windstorm which struck Detroit 
the evening of January 18 broke more than 
100 display windows, approximately a third 
of them being in the downtown area. 


Kern's Takes Top Award 
In Detroit Contest 

Central Business District Association, 
promotion organization for downtown De- 
troit, featuring the slogan, There’s More 
of Everything Downtown, conducted a 
Christmas display contest to make down- 
town Detroit brighter this year than ever 
before. This contest inspired special deco 
rative efforts by many downtown institu- 
tions with substantial improvement of the 
downtown business district in comparison 
with previous years. 

The contest was judged by a committee 
consisting of Nathan Silverblatt, manager, 
DISPLAY WORLD, Mrs. Fernand Miller, 
president, Federation of Women’s Clubs 
and Mrs. Claude Moore, PTA president. 

The grand prize of $100 for both exterior 
and window treatment was won by Wilmer 
Weiss, display director for the Ernst Kern 
Company. Other awards were as tollows: 
Banks, loans and savings associations and 
utilities: Exterior, First Federal Savings & 
loan Association; windows, Michigan 
Consolidated Gas Company. Office build- 
ings: Exterior, Ford building; windows, 
Mutual building. Retail stores: lxterior, 
J. L. Hudson Company; windows, Ernst 
Kern Company; honorable mention for ex 
cellence of windows, Chandler's Shoe 
Store, Hughes & Hatcher and Winkelman’s. 
Entertainment, theatres, restaurants and 
hotels: Sheraton-Cadillac hotel. General: 
Department of Parks and Recreation for 
a beautiful illuminated display on Wash 
ington boulevard leading into Grand Cir- 
cus park. 

It is felt that this spirit augurs well for 
other cooperative effort in maintaining the 
supremacy of downtown Detroit as_ the 
city’s best shopping mart 


Gibraltar Names Einhorn 
To Display Sales Post 

Sy E. Einhorn has been appointed sales 
manager of the Display Division of Gibral- 
tar Corrugated Paper Company, Inc., of 
Jersey City and North Bergen, N. J. An 
nouncement was made by William P. Katz, 
vice-president in charge of the Division, 
who said that this was the first major step 
in implementing Gibraltar’s new integrated 
program to aid the marketing and _ sales 
promotion departments of customers in de 
veloping the most. effective point of pur 
chase displays 
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FOREVERGREEN "78" 
NEW Suuashine Green” 
GRASS MATS 


Forevergreen “78” Grass Mats now have all the 
brightness and sparkle of new spring grass on 

a sunny day — and they retain their new, 
improved color beauty longer — they're the 
best in display grass for 1959. 


And these new “Sunshine Green” Mats have all 
the famous quality construction features that 
have made Forevergreen “78s” famous - 

11% larger than ordinary mats 78 row 
quality instead of 72 no unsightly parallel 
rows — roll hemmed ends — mildew-proofed 
and flame-proofed. 


Order standard or special mats or in 
rolls. Carried by all leading jobbers. 


The JOSEPH M. STERN Company 
1968-74 East 66th Street @e Cleveland 3, Ohio 
WORLD'S LARGEST MANUFACTURER OF DECORATIVE GRASS 











IFLAIR & expect 


NOW is the time to see what is considered 
the finest plastic mannequin in the industry! 


LAIR esse MANIKIN 


15 W. 18th STREET NEW YORK CITY 





From a 1” x 2” furring strip 
; | | M B KE R toa 12” x 12” Timber. 


Masonite (ut to your specifications by one of New York's 
Celotex LARGEST and most DIVERSIFIED Lumber ¢ ompanies 


Mouldings © FAST SERVICE @ 


Homasote 


scone TULNOY 2 wilt ne 


17 Ridgewood Place B kl 7, N. Y. 
Upson Board . ee caida 
GLenmore 5-414] 
There are more Special Items in this MODERN Lumber Yard than in any other in New York 
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DISPLAY 
be glad to supply the latest authentic informa- 
tion about 
which you are interested. 
your needs lisied on this blank, write a sepa- 
rate letter. 
you want on file, we'll find out for you. 
yourself of our service facilities without cost 
or obligation. 
of any display problem. 


|) Signs 
| Signs 


| 


isPplay 
orld 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


WORLD Service Bureau will 


anything in the display line in 
Ii you do not find 


If we do not have the information 
Avail 


This service includes an analysis 


Air Brushes 
Airpainting Equipment 
Animated Signs 

| Artificial Flowers 
Artificial Snow 
Backgrounds 

_| Background Colors 

| Black Light 
Bulletin—Directory Boards 


) | Card & Mat Board 


Cardwriters’ Materials 
Color Lighting 
| Composition Pieces 


| Crepe Papers 


|} Cut-out Letters 


[| Cutting Machines 


| Decalcomania 

} Decorative Papers 

| Display Fixtures 
Display Forms 

| Display Letters 


(") Display Racks 


| Dye, Rug and Carpet 
Enlarging Projectors 


(}) Fabrics and Trimmings 


Flags and Banners 


| Float Decorations 


| Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
| Lithographed Displays 
Mannequins 
| Metal Sheets 
| Millinery Heads 


| Motion Displays 


Motion Mechanisms 
Motors 
Mouldings 
Natural Foliage 
| Paper Sculpture Displays 


|) Papier Mache Specialties 


Photographic Blowups 
| Plastics 


. Ply wood 


Price Cards—tTickets 

} Price Ticket Holders 
Ribbons 

} Sale Banners 
Screens, Display 

| Show Card Colors 

| Show Cards 


||) Show Cases 


| Socks 
| Signs 


Window 
Brass—-Bronze 
Card Holders 
Electric 

Sign Printing Machines 


. | Sleeve Forms 


Store Designing 
Store Equipment 
Store Fronts 
Tackers 

Time Switches 
Turntables 

’ Veneers (Imitation) 


| Wall Board 


[) Wigs 

[) Window Lighting 
© you wish a copy of their catalogue? 
© you plan to remodel your store soon? 
© you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI 1, OHIO 


Manager 
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MAY COMPANY ON THE HEIGHTS: 
A COMPLETE SHOPPING CENTER 


[Continued from page 35] 


floor to ceiling displays 1S 
aisle in front of the “Atsle-of- 
shops on the second floor. Each 
display is arranged on a low-legged plat- 
form of marble against an antique paneled 
wall and dramatically lighted from a func- 
tional light canopy overhead. Gilt vertical 
stripes form a decorative note against the 
background panel, and for the display pic- 
tured, strands of flowers were hung. in 
pattern between the gilt stripes. Manne- 
quins on the platforms wore pale blue frocks. 

Diagonal stripes in the rubber floor cover- 
ing of the traffic aisle seemed to lead into 
the individual which included mil 
linery, women’s and misses’ dresses, Bride's 
and misses’ coats and 
the fur salon. In the “Aisle-of 
fashion,’ traffic may move from one shop 
to another by way of central openings with 
the main Most of 
similar anchor 


A series of 
along the 
Fashion” 


shops 


and (sown, women's 


suits, and 


aisle, 
white, 


out returning to 


these shops have 
shaped hanging signs. 

A corner of the Cotton visible 
in the accompanying illustration of the 
“Aisle-of-Fashion,” and has an interesting 
story. Actually the Cotton the 
fur Salon in summer guise for the Fur 
Salon life. In winter, it 
houses not only the fur department, but also 
better coats. In the rear of the shop are 
lockable for the protection 
of furs in off-summer months. To carry out 
the the fixtures in the 
department are also done in bronze. Metal 
the floor painted 
walls are covered with 
with paper flowers. 
summer, it is the cotton shop with a 
formed of vari colored, cotton tabric 
letters. Mannequins placed in 
the shop display featured costumes. 

The Bride’s and Gown shop is separated 
from the rest of the shops through the use 
ot tall that have 
brass stand wide 


Shop 1s 


Shop 1s 


leads a double 


bronze fixtures 


bronze motif. other 


fixtures on are 
in gold-beige. The 
cloth decorated 


channel] 


RTASS 
kor 
Sign 


and covered 


louvered doors oversized 
knobs The 
the entrance. 
the display 
above. Inside the 
display platitorm on 
wearing a bridal gown ts posed. At 
side, toward the rear ot the room, 1s a dress 
featured gown. A 


doors 


open, 


Outside each door 
platiorms 


low. 


Hanking 
is one of described 

circular 
mannequin 


shop 1s a 
which a 
each 
form, each wearing a 
false ceiling adds a feeling of intimacy and 
is centered by a wrought iron chandelier. 
For this luxurious setting, krench turniture 
in antique white was selected. Woven blinds 
gold 
openings 


accented in shades of blue and are 
hung behind a 
along the rear wall. 

The Hoor to 
ceiling walnut paneling on either side. The 
hack wall is covered with grass cloth, with 
projecting panels of the walnut, and the 
walnut paneling is finished in warm silver 
grey to compliment the pink and gold grass 
cloth. A display plattorm at the rear center 
of the shop forms the focal point. 

The the 
shown decorated in 
The walls painted pale green. 
grass cloth the back wall. 
bases are of pink stained cherry wood, the 
clean white Formica.  Curtained 


series ot arched 


women's dress section has 


floor, 
tones. 


Pink 


Sect md 


muted 


corset shop on 
here, 1s 
aTe 


COoOVe©rs 


tops ot 


( ounter 


stock room entrances are concealed behind 
pale green panels, framed in white metal 
channels. The panels serve as backgrounds 
for cage-like display units, and standing 
in each cage is a white corseted form 
A mannequin wearing featured apparel is 
posed on a low platform at each side of the 
shop. The mannequin in the foreground ot 
the accompanying picture is wearing pink 
pearls and holds a pink rose in her hand, to 
complete her otherwise white ensemble. 

Murals decorate a number of shops on the 
second floor, and, as on the main level, they 
are done in color with gold and silver leat 
Loys’ dreams are suggested by the mural in 
the Prep Boys and Boy Scout shop. Play- 
ing children race across a colorfully striped 
back wall in the children’s shoe shop, indi 
cating the hard children’s are 
given. Knights in armor and girls floating 
in a fantasy land are painted on the walls 
in the girls’ wear shop. In the teens shop, 
a girl is shown dreaming of fairy tales 

The third floor houses luggage, lamps, 
floor coverings, china, glassware, and re 
lated merchandise. 

Lamps and are effectively dis- 
played with unique devices. As shown 1n 
the illustration, the background wall to the 
left is studded with electric outlets. A 
stained wooden frame with horizontal slats 
is placed against that wall and used as 
displayer tor various lamps hung on the 
slats. A shelf of the same stained wood 
is at the bottom of the framing and 1s used 
to display lamps with stand bases. At the 
right is a wall of milk glass shelves on 
which lamp shades are attractively displayed 
and lighted from beneath. Floor lamps and 
floor to ceiling pole lamps are arranged in 
front of that unit. 

A curved grid, supported by 
rights, forms a “surrey” type canopy 
tween two departments on the third floor. 
Two-tone wood discs have individual letters 
applied to them and fastened on the 
uprights supporting the surrey top, torming 
the signs for the two adjacent 
gadget shop on one side and the luggage 
shop, shown here, on the other. Platforms 


use shoes 


shades 


wood up- 


be- 


aTe 


shops, the 


in the luggage shop are carpeted and a large 
assortment of luggage items are displayed on 
the shelves and floor platforms. 

From top to bottom, The May Company 
on the Heights in Cleveland is a magnihi- 
cent, luxury store, and entirely complete. 
In addition to the beautiful dining room 
described at the beginning of this article, 
also an attractive, colorful lunch. 
the basement that serves quick 
Indeed, the store is truly a com 


there is 
room in 
lunches. 
plete shopping center ! 


New Coolites Developed 
By Northcraft 


Two Coolites 
Microbeam 
Display Division, N. Y. The 
Microbeam 4120 3.000 hour 
rated life lamp and produces 120,000 beam 
candle power with a five degree by nine 
degree spread. The Tiny Microbeam 4200 
series, 6 inch overall height, produces 
55,000 beam candle power with a 4% de 
gree by 51% degree beam Soth 
series will be ready for production in Jan 
uary, Martin Kent, general manager, an 
nounces, 


the 
Lighting’s 


been added to 
series ot Northcraft 
Haverstraw, 
uses a 


have 


series 


spread. 
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Somerville Heads District 
For Reynolds Printasign 


Reynolds Printasign Company, Los An- 
announces the appointment of Ted 
Somerville as district manager for its south- 
ern territory with headquarters in Atlanta. 
Mr. Somerville was formerly district man- 
ager for the Pacific Northwest and was a 
resident of Portland, Ore. 

Reynolds Printasign Company is a 30 year 
old firm, the manufacturer of auto- 
matic sign writing machines used by leading 
department all over the 
well as industrial and government 


geles, 


sole 
stores world, as 
accounts. 


Silk Screen Manual 
Published Recently 

“Silk Screen Techniques” 
new paper-backed 
screen 


title of a 
manual on the art of 
which may be valuable to 
displaymen who wish to explore this versa- 
tile method of reproduction. 


is the 
process, 


It describes in 


detail with diagrams the basic equipment 
and materials needed for several variations 
of the principle. Written by J. I. 
and Max Arthur Cohn and published by 
Dover Publications Inc., New York City, it 
is a corrected and expanded version of the 
work first published under the title, Silk 
Screen Stenciling as a Art.” in 1942 


Biegeleisen 


Fine 


Spacemaster Uni-Flex 
Offers Display Variety 

Available on rental outright 
purchase is a new line of display components 
called Spacemaster Uni-flex. 
no end of variations in design, 
nents may be 
show room, 


basis or by 


Promising 
the 
rearranged to fit 
or exhibition 
supports are 


COMPO 
any size 
area. Tubular steel 
combined with special panels, 
screens, lightbars and other implements 
without bolts, drilling or Informa 
tion may be received by writing to Display 
masters, Inc., Minneapolis | 


tools. 
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iis INTERESTS 
INTERIOR PECORATION 
HOoOBBIets ARE SWIMMING 
ANP LAWN MOWING: 
FA MIU: WIFE AND 
TRRES VDAVGHTERS. 


G@ eaovate OF UNIVERSITY OF ILLINOIS 

WHERE HE MAJORED IN FINE ARTS 

WORKED AS COMMERCIAL ARTIST FOR 
JOB AS CHRISTMAS 
EXTRA AT CARSON PIKIE SCOTT, CHICAGO 
WHERE HAD HOPED To GET INTO ADVERTISING 
DEPARTMENT, BuT THERE WAS No OPENINGS. 


E FINALLY, STARTED AS 
THIRD ASSISTANT Dis PLAY MAN 
AND GOT THE’ BUG”. 

Pose TO winDvow MANAGER. 
AND JOINED CHARLES A. 
STEVENS & co. CHICAGO 

AS DISPLAY MANAGER... 


i950 KE MOVED To 
CLEVELAND TO BE 
ASSISTANT DPISPLAY 
MANAGER AT HALLES 
AND IN 1952 BECAME 
PIS PLAY DIRECTOR. 


e 
FASHION COORPINATOR, 


“Tre HALLE BROS. CO., 
CLEVELAND, OM1o 


j 


INCLUPE HOME ANP 


JIFF-E-POLE 


A new, 
Suprisingly inexpensive, 
telescopic pole 
to help you 
display more, 
in less space, 
more attractively. 
SLIDES IN PLACE 
. READY TO USE IN A JIFFY 


lower section of the telescoping 


See your Display Jobber 





The 
steel tube secures firmly to the floor 
cup. Slip 
the 


with a heavy-duty suction 
the 


lock 


top section up to ceiling, 
Jiff-E-Pole 


ready for use. Heavy one 


the collar, and your 


is in place, 
inch-steel tubing in satin-black baked 


enamel. 


Write for new brochure 


$4.95 
$7.45 


4 DERROCRAFT 
Morgantielid Kentucky 


heights up to 9 feet 


heights up to 14 feet 
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Happy New Year 


avid hamberger ine. 
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ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 











_ 150Ib. 103d. 
s ib.; 5ib.; « invited. 
available in 3 size r ‘specia 
many variation 
*% Compare price 
*% Look for Underwriters tabel 


%& Demand dependabie Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 





ie ; 








BEST YET 
GRASS MATS 


BRIGHTENS ALL DISPLAYS 
3/4 x 6 ft. Most Popular—Mat Weighs 6 ibs 
High Tufted Stitched to Burlap 
JOBBERS PRICES 
F. O. B. our Cincinnati, Ohio factory 
50 mots $2.40 each 
...$2.50 each; 6 mats. 
Burlap {8 colors 


25 mats. ...$2.75 each 


Linen Theatrical Gauze — Fishnets 
VAN ARDEN FABRICS MNFRS. 
Division N. Y. TWINE CORPORATION 
110 MURRAY STREET NEW YORK 7, N. Y. 





Every Twine or Rope. Every Need. Buy Direct. 














DISPLAY-ART SERVICE & SUPPLY 


Executive Brass Bed—Very Heavy looking $45 .00 
Wine Press 
Authentic Rail Road Crossing Sign 
Ballustrade Railing Unit 3 ft. x 6 ft. x 4 ft 
Pair Ladies English Riding Boots & Crop 8.00 
Send for our complete list of unique Display Props 
BRUCE SPECIALTIES COMPANY 
Mfg. and suppliers of unique display props 
RR-1, DEPT. DI2 HARTLAND, WISCONSIN 





Send for your copy TODAY 


‘HOW TO FORM A COAT, professionally” 


64 photographic illustrations 
each with explanctory copy 


ae ee 


‘5 00 prepaid Please inclose payment with order 


SD RRR RAARARAADDRADARRAASABAARR REESE EERE EREDAR EDD ED EE DS EEE OE EE 


D. I. P. S$ .— 3905 Piymouth Rd., Lowisville 7, Ky 


ee | ae 


SHOWCASE OF THE WORLD: NEW 
ORLEANS' INTERNATIONAL WEEK 
[Continued from page 44] 


Krench city, pushed into this scene, his famous 
estab- 

The 
The elaborate 
display did justice to the talent of Pete Stucke, 
Godchaux’s display director. 


sign of his 
lishment and the resource of their food. 


hurdy-gurdy, bearing the 


instrument originated in Spain. 


cars and 
welcoming 
Vera 
(Orleans’”’ 
“sidewalk 
studio” set up on Canal street, in front of the 
1). H. Holmes Co. store. Display of merchan 
dise was in the broadcast setting and fashion 


An opening parade of foreign 
bands threw open the 
this festival for ali nations. 
Massey's popular “Today in New 


show, televised the display, from a 


marching 


doors to 


coordinator, Doris 
described each piece of foreign ware. John 
Kent and Scoop Kennedy, also of WDSU-T\ 
interviewed and described the pageant. 
elaborate display, Leonard 
Holmes Co 
world via his in 
Kashion, art, 
detailed. 
reproductions drew hundreds of people to the 


By means of 
Pons, display director for D. H. 
took you on a tour of the 
industry 


teresting windows 


and science were These ingenious 
increased floor trafhe by a high 
ne of Mr. 
displayed a Rolls 
British 
from 
Week 


to dine with its Continental 


store and 


percentage Pons’ outstanding 
Royce turbo-jet 
This 
Britain for the 
Holmes restaurant 


windows 


motor used in planes. was 


brought here (;reat 


International was 
the popular place 
air. . The walls were paneled with posters of 
the world, tent cards in brilliant colors deco- 
of the tables. 
different 
country, and was written in the native tongue, 


rated with flags, were on all 


The menu each day teatured a 


with translation 

(,odchaux’s spacious front window was one 
of the outstanding attractions on display. [f 
lighted and artfully designed 


jewels of 


fectively were 


the crown Kkngland and famous 


diamonds of the world. These replicas were 
breath-taking in authenticity. 

Matson 
world trade, with 
Under the talented 


kmuile Alline, each of the windows paraded the 


Blanche presented an education in 


beautiful windows. 


display 


their 
supervision of 
and displayed effectively 


name of a country 


the wares for which it is known 


ferthelot, for D. H. Holmes. 


—Above by lesa Soss and Audrey Egan, Cole- 
man Adler Co., New Orleans— 


Labiches’ clothing and appliance store, took 
a little different trend. Not only d-d they allot 
their spacious corner windows to Indonesia, but 
the representatives of that country were per- 
mitted to sell their wares in the store. Elwood 
(oombs, display manager of Labiches’, planned 
a dazzling display, and exhibited the products 
and industries of Indonesia in the windows 
and interior. This beautiful display of window 
design drew the attention of the populace and 
a decided increase of store traffic was evident. 

Cooperation was the keynote of success. 
The retailers donated windows and floor space 

A real example 
Robert's Jewelry 


regardless of their specialty 
of this 
Store on Canal street. 


Was expressed by 
They embraced Ireland, 
and moved their beautiful pieces of jewelry 
\Waterford 

“blarney 
occasion. Don 
Promo- 


aside to display sweaters, linens, 


glassware, and even the piece of 
brought here for the 


Scully, manager of the Irish Export 


stone” 

attendance. Kreeger’s 
their always at 

Ray Menard, dis- 


tion Board, was in 


Store, in accordance with 
tractive displays, done by 
presented in a 
Adler's re 
vealed to the public, a with his 
Switzerland and of beautiful 
craftsmanship. The Switzerland 
formed backgrounds for displays of imported 
These were done by 


was formally 
setting. Coleman 


play manager, 


rare artistic 
rare treat 
windows of 
flags of 
watches. lesa Soss and 


Audrey Egan, of the store’s display depart 


ment. 


Merck Heads Display 


For New Sears Store 

Wendell K. Merck, Sr., display 
for the Roebuck & Co., 
Miss., appointed 
director for the chain’s new 
port News, Va. 


New Attachments Added 
To Arrow Staple Gun 

Screen, wire and 
included in Arrow’s new T-50 multi-purpose 
staple gun-tacker kit, which may be of in- 
terest to displaymen familiar with this tool. 
Information is available trom Arrow Fasten- 
er Company, Inc., Brooklyn 12, N. Y 


manager 
(sultport, 
display 


New 


Sears, 
store, has been 


store 1n 


shade attachments are 
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GREATEST BOOK ON DISPLAY 


Ever Published, Say Country's Leading Display Authorities 
NOW IN ITS THIRD EDITION 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


.--to make your displays sell more goods faster 
... its the kind of book you have been waiting for 
... it's a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now. 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 

Endorsed by the country's For the experienced and professional displayman it is rich in 

foremost display directors. display ideas and an invaluable reference work — in fact, a 

display library in itself. Retailers, both large and small, will 

find it a positive guide to good selling displays. The author 

$ draws freely on his wide experience to explain each facet of 

retail display and shows by photographs and sketches the 

PRICE POSTPAID practical application of display techniques for modern displays 
Immediate Delivery! that sell. Display problems and their solutions are explained in 

detail. It gives display a scientific background to make the 


PARTIAL LIST OF CONTENTS medium of display more powerful and effective. Study the 


re. ; — he partial list of contents and you will realize that this is a book 
Training for Display Work Variations on a Basic Idea you MUST have. Its value to you cannot be measured by its 
Recipe for a Displayman The Display Calendar 


Common Errors in Display Layout of Merchandise 


Working Methods Display of 19 Different Wares 0 d y ( NOW 
Application of Art in Display Small Windows r er our opy i 


Technique of Painting Interior Display § DISPLAY WORLD, Cincinnati 1, Ohio 

Technique of Enlarging Expositions and Trade Fairs 
Eye-Catchers Decorations on the Store Front 
Paper Sculpture The Flower in Display 
Display Materials Color 

Papier Mache Paints, Binders and Thinners 
Balance and Symmetry in Display Lettering and Display Signs 
Line and Form in Display Lighting 

Principles of Contrast Animation in Display 

How to Master the Space Problem Figure Draping 

Preparatory Work Display Fixtures 

The Window Plan Economy and Good Housekeeping 
Birth of a Show Window The Workshop 

Display on a Small Budget Windows of the World 





PRAMS J} REBRMARO 


» 
* 
N 
q 
v 
~ 
Q 
) 
“ 
: 


Lt és 


reasonable cost. 


[] Please send me postpaid a copy of DYNAMIC DISPLAY 
which $10.00 is ene losed 


Please send me a copy of DYNAMIC DISPLAY and enter o 
extend my subscription to DISPLAY WORLD for one veas 
which $14.00 is enclosed, a cash saving of $1.00 (All forei 
combination orders except Canada $1.00 additional 


NAME 
STREET 


CITy ZONI STATI 
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PLAST-EX 


Reg. U. S. Pat. Of. 


Plast-ex" is a plaster impregnated 
cloth which is a novel modeling and 
casting material. Dip ‘’Plast-ex’’ in 
water and it becomes workable . . . 
sets up in 30 minutes to a plaster 
hardness ... it's fun... clean, easy 
. convenient... no 
mixing ... mo mess... no cleanup. 
Sold in rolls 10 yards long by 18" 
$7.50 per bolt — $6.50 in 


PLAST-EX SEPA- 


to work with. . 


wide. 
dozen lots 


RATOR—for releasing Plast-ex from 
plaster mould . . . $3.00 per jar. 


Ber Watters 


Incorporated 


156 7th Ave.. New York 11 @ AL 5.1500 

















USE THE 
OPPORTUNITY 
EXCHANGE 
FOR 
POSITIONS WANTED 

PLANTS FOR SALE 


SURPLUS MATERIALS OR 
EQUIPMENT FOR SALE 


MEN WANTED 
e PLANTS WANTED 
e SALESMEN WANTED 
e DESIGNERS WANTED 


$5.00 
$10.00 
$10.00 
$20.00 


x 1 Column 

x 2 Columns 

x 1 Column 

x 2 Columns 
(Cash with Copy) 
\ny Larger Size Units desired may bye 


inserted at the rate of $5.00 per Single 
(‘olumn Inch 


February Opportunity Exchange 
Forms Close 


January 5th 








N TALKING with many display salesmen 

recently, | learned of a shocking practice 

indulged in by many displaymen across 
the country in connection with HFC (hold 
for confirmation) orders. The 
tell me that when they visit the first display 
director in a certain city, he will select the 
top lines of the merchandise he 1s selling, 
then mark the order HFC although he has 
no imtention whatsoever of confirming these 
orders at a later date. Why do they do 
this: So their competitor, perhaps across 
the street, cannot yet these lines. They tie 
them up to make sure they will not have a 
them. The never re 
ceives the confirmation and thus loses many 


salesmen 


chance at salesman 
possible sales. 

Mr. display director, | would like to ask 
you, if you were in the shoes of this dis 
play salesman would you like to have this 
done to you; Tl say you wouldn't. 

()f course, | realize that HFC is more or 
less a 
cases it serves a_ usetul 


and in some 


There are times when a dis 


wishes an order held up until 


purpose 
play director 
his next budget allocation, or the merchan 
dise buyer is not available to countersign 
the orders. In these instances it 1s neces 
sary to make an order HFC. This practice 
was really originated tor the convenience 
of the displayman and should not be twisted 
think it is time 
Somecone spoke out against it 


for the display 


into a shady practice. | 
You may say | am all 
salesman. No, | am aé= display 


profession. We 


manager, 
and proud of my have 
worked many years to bring display up to 
the level of respect and tmportance which 
it deserves, and it hurts me to think a dis 
play manager would stoop to this unethical 
practice. Don't you realize that it is a 
reflection on your character and also | am 
management would 


sure that store 


not approve this procedure, in tact, 1t would 


youl 


lower you im its estimation. 

()t course, there are situations when HFC 
orders are held up and never confirmed 
fault. | 
buyer who had 
would take it out on me by 


orders tor two or three 


when it is not your once had a 


merchandise ulcers, and 
sometimes he 
holding up my HF¢ 
weeks, then refuse to countersign them. He 
knew this upset me more than anything he 
Finally, | had enough of this and 
down. | told the owner of 
would have my resignation 1 
done about it and he 


could do. 
put my toot 
the store he 
something was not 
Came to my rescue 

| am asking you to show the display sales 
man more consideration and treat him tair- 
ly. He various materials 
you need tor your displays, that you cannot 
very well do without. You would not have 
the time, nor would your firm furnish you 
the money to go to the different markets in 
New York, (Chicago or Los Angeles. We 
would be out of luck if they did not come 
to our stores! 


brings you the 


standard procedure in some stores, 


So let us show our appreciation. Some 
salesmen tell me they are brushed off or put 
off until late in the afternoon or the next 
day. Sometimes it costs him an extra night's 
hotel bill, the loss of a day on his itinerary. 
Kven if you cannot give him an order | 
think you should take time to look at his 
line. If it is absolutely impossible for you 
to do so,at least be courteous and nice about 
it. Let us stand behind our display sales- 
men, and | believe they would do a better 
job for us. It is only good business to 
treat them in a courteous and business-like 
manner.—Russell D. Shaw, display director, 
Dickson & Ives, Orlando, Fla. 


Display Leaders Contribute 
To Jewish Philanthropies 

Leaders of the display division of Fed- 
eration of Jewish Philathropies, New York 
City, held an outstanding annual dinner at 
which a record number of 60 industry mem- 
bers honored Sheldon Allison of Broad 
streets, Inc., and Abe J. Markowitz of Na- 
tional Shoes and contributed the largest sum 
ever raised by the division to the Federation. 
Murray Goldsmith was chairman of the tes 
timonial dinner and of the display division 
Max 


Joseph 


Maharam serves as treas- 
Grossman and = Julian 
Hirschteld are in charge of the executive 
committee activity in the drive. 

The testimonial took place at the St. 
Moritz hotel, Wednesday, November 12. 
Herman Stern of Park Lane Fabrics pre 
sented a plaque for service and leadership 
to Abe J. Markowitz. The division chair 
man, Mr. Goldsmith, presented the award to 
Mr. Allison 


kxecutive committee members and dinner 


campaign. 
urer and 


committee members who helped to make the 
dinner a included: Michael J 
Nedzbala, Joseph Shenker, Sidney Shenker, 
Herman (©. Stern, Hyman Finkelstein and 
Michael Grainer. 

Thanking the assembled members of the 
division for their fine attendance and out 
standing support of the 116 hospitals and 
social Federation, 
Murray Goldsmith noted that it was a fine 
tribute to the would 
help Federation meet vitally growing com 


Display Added 
To Fashion Course 

Philadelphia Museum School of Art has 
added the study of display techniques to its 
Students, under the di 
rection ot Gene Lloyd, director of fashion 
art and dress design, will build and wire 
thei paint make 
props, plan lighting, write copy and learn 
to dress mannequins. Field trips to display 
departments of Philadelphia stores are in 
cluded in the itinerary. In the sculpture 
classes the students will learn how to de 


SUCCESS 


service agencies ot the 


honored guests and 


tashion course. 


windows, backgrounds, 


sign window mannequins. 


Binks Introduces New 
"Wren" Air Brush 

Capable ot producing a pencil thin line, a 
broad shading or a stipple effect is a new 
air brush introduced by the Binks Manu 
facturing Company, Chicago manufacturer 
of precision spray finishing equipment. For 
further information write to the firm at 3122 
Carroll avenue, Chicago 12. 
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Lynge New Vice-President 
Of Industrial Displays 

Appointed a vice-president of 
Displays Inc., national design and exhibit 
construction company, is Carl M. Lynge, 
Jr., it is announced by Jack Maryon, execu- 
tive vice-president of the New York City 
firm. He had been previously associated 
with Waring Products Corporation, Reeves- 
ly Laboratories, Carrier Corporation, and 
(,eneral Electric. 


Industrial 


Displayman to Direct 
Benefit Fashion Show 

When the March of Dimes Fashion Show 
arrives at the Statler Hilton Ballroom for 
the Dallas presentation it will find the stag 
ing and decoration in the capable hands of 
Peterson, display director for W. A 
Sponsor ot the New York 
Dallas is the 


Joe 
(;reen Company. 
production being brought to 
Dallas Fashion Group 


Herndon — Not Henderson — 
Won Display Contest 


(ur apology is offered to Art Herndon 
and his wife, who were incorrectly identi 
hed in our “Display, on and off the record” 
in the December The news release 
received from the airline's publicity depart 
ment identified the couple as Mr. and Mrs. 
Arthur Henderson. 
nized that it was 
plished display 
Wichita, Kansas. 


issue. 


We should have recog 
Art Herndon, the accom 


director tor Henry's of 


Battery-Operated Turntable 
Made by Hankscraft 


A new display turntable that runs _ for 
weeks on two ordinary flashlight batteries is 
announced by Hankscraft is 
Motor Division, Reedsburg, Wise 
Revolving six times a minute, it is said to 
hold ally Size display up to 


pounds information. 


(Company, 
play 


weighing 
Write to the firm for 


hive 





SERVED IN THE NAVY IN 
WORLD WAR I. 


DISPLAY ClUB. 
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TRADE PERSONALITIES No.\85 by Couch 


1S A GRAPUATE 
OF WESTERN RESERVE UNIVERSITY YON 
OF CLEVELAND. USHER AT TEMPLE.... 
CUB SCOUT LEADER AND COMMITTECMAN. 
HAL 1S ALSO MEMGER OF THE CLEVELAND 
MARRIED NEARLY 15 YEARS... 
HAS FOUR CHILDREN, ABOY 11, GIRL E AND 


- 


WEA 


Ae \ 
o- <s <" 
4A the / 
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HOBBIES ARE..... 
MAINLY GOLF 


--+e AND 
GARDENING. 


tii 








JANUARY, 


1939 


NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
[Yolo 340) °1 1 


+ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Compawy 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 











1/250 H.P. 
Shaded Pole Motor 
All Bronze Pump 
© 4 ft. Shut Off 
© 1 gpm at 1 foot —! ne 
Designed as a compact, low cost, quality pump, espe 
Cially suited for making animated displays with water, 
fountains, soap, beer, wine, etc. Its tripod base has 
exceptional stability. 47 other sizes. 


EASY INDUSTRIES 


210 N. RACINE AVENUE e@ CHICAGO 7 


AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 


WOOD and PLASTIC LETTERS 


AND SPECIAL SCRIPT 
All styles and sizes. Custom signs Window Store 
Directory — Desk — Trade Mark Reproductions 
804 W. MAIN ST 
DISPLAY CRAFT PORTLAND, IND 


— Interested in Salesmen and Jobbers 

















SHOULDER COVERS 


Vinvlite window-clear — vinyl — polythene 
Price list G samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 








VYARDVILLE, N. J. 
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IGGING an 
Men's Wear 


By LLOYD L. BUZAN 
Men's Wear Displaymen and 


Retailers have asked for it! 


Finally the insistent demand by displaymen and retailers has 
been answered by this new book on the preparation and handling 
of men’s wear for display by a noted authority on the subject, 
who has spent a lifetime in this work. 

Here is a book that will pay for itself over and over again by 
increasing sales from your men’s wear displays. By following its 
step-by-step photographs and instructions you can give your dis- 
plays that crisp, professional look that makes your merchandise 
stand out at its very finest and this definitely means more sales. 

Every phase of forming and rigging men’s wear for display is 
answered in easy-to-understand instructions and photographs. 
Whether it’s dress shirts, sport shirts, clothing, in fact, everything 
from hats to shoes, you will find detailed instructions for their 
preparation for the final display setup. 

The displayman will find the book of great practical value 
and at the same time the store owner and beginner will find 
this book an absolute necessity. Completely illustrated, step-by- 
step photos and instructions, simple to follow. 


With the aid of this book anyone can learn to handle 
men's wear like the famous men's stores 


106 PAGES— 
Over 300 Illustrations 


Size 9 x 12 inches 
Heavy Cloth Bound Cover 
Plastic Bound To Open Fiat For Easy Use 


price $10.00 postpa 


Now Ready For Immediate Delivery 


HOW 10 get top 


MEN'S WEAR 
DISPLAYS! 


This new book shows you how to rig and form 
mens wear apparel professionally and expertly 


d FORMING 


for Display 


COVERS ALL ITEMS 


Tools used in rigging; forming dress shirts; hand iron- 
ing; shirt forming; construction of bib for shirt form; 
boarding dress shirts; other styles of boarding; construction 
of pointed boards; tying neckties; full Windsor knot; half 
Windsor knot with double dimple; half Windsor knot with 
single dimple; rigging neckties; equipment; decorative 
use; toppings for forms; sport shirts, short sleeves; forming 
and boarding; grooming shoes; grooming hats; slacks; 
folding and laying; on T tops; sweaters and jackets; sleeve- 
less sweaters on forms; long sleeve sweaters on forms; long 
sleeve sweaters on boards; waist-length jackets on forms; 
underwear, shirts and shorts; on three-quarter mannequin; 
robes; over pajamas on three-quarter mannequin; draping 
robes; coat forming; construction of sleeve pads; how to 
fold handkerchiefs; coat forming; how to fold a coat for 
laying; topcoats; laying; draping for one-side view; drap- 
ing for two-side view; draping on shoulder and arm form; 
hanging; rigged half-shell over coat on form; combination 
displayer for suits, sports coats and slacks, topcoats and rain- 
coats; suits on mannequins; topcoats on mannequins; half- 
shell over a suit; wearing full coat; mannequin carrying 
topcoat; rosette with handkerchief and leveling board; 
forming rosette; construction of leveling board; turntable— 
all shown with step-by-step photographs and simple, easy-to- 
follow instructions. 


Order Your Copy NOW! 


G2 S SSSSSSSSSSSSSSSSSSSeeeenennnnnonouauoooeooeoeo® 














DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of RIGGING AND FORM.- 
ING MEN’S WEAR, for which $10.00 is enclosed. 


[] Please send me a copy of RIGGING AND FORMING 
MEN’S WEAR and enter or extend my subscription to 
DISPLAY WORLD for one year, for which $14.00 is en- 
closed, a cash saving of $1.00. (All foreign combination 
orders, except Canada, $1.00 additional.) 
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Payne Wins November Medal 


lesson in simplicity is taught by this 
A display bv George K. Payne, dis 

play manager of Woodward = and 
Lothrop’s, Washington, D. C., which won tor 
November Gold Medal tor the best 
display received during that month in DIS 
PLAY WORLD’s Display 
Contest tor 1958 The lighting, simple 
and the tasteful card all combine a femt 


nine 


him the 


International 
props 
tor 
vet torcetul fashion window. 
the 
placement © 
statfs and the 
the cohe 


effect it 


halance 1s thie key to entire 


\ny 


card. the 


\rtiul 
display 
the 
mannequin 


alteration in the 


tall 


would have 


bright Hag 
destroved 
siveness of the grouping and the 
creates 


The miber 


announced next 


will he 
1958 


Gold Medal 


nonth., 


Dec winner 
concluding the 
contest 


The 


continue 


1959 as in previous years, will 
the 12-month 


any 


contest, 
throughout entire 
open to any displayman 
world, It 1s 
to DISPL 


making 1t possible 


period and 1s 
the 
subscriber 


not necessary 
LY WORLD in 
has 99 dit 


Lol 


where in 
to be a 
order to 


compet contest 


rerent ¢ lassifti ations, 


display people in practically kind ot 


enterprise to 

\t t hie 
ber 31, 
will be 


ally 


enter 
ot the contest on Decem 


entries mn 


conclusion 


1958. each classification 


and bronze 
rst, 


CA h 


silver 
ror 


judged gold, 
medals VA il] bye 
third 


sification 


awarded 


places, respectively, in clas 
Kirst 


three 


and 


place in each division will 


carry with 11 points, second two, and 


third Cotit who SCOTS t hie high 


est number pomts im the entire contest 


plaque as 
three 


will receive a beautitul gold 


sweepstakes prize, and the next high 
est wt] receive. respectively, i? ( 


and bre 1Z7¢ plaque ~ 


JANUARY, 1959 


second, 


ict, silver, 


\s in past years, each month a gold medal 


will be hest entry received 
‘These 
final 
made by 


preterably sS 


presented tor the 
during that period of time. monthly 
awards have no bearing on the results. 
Kkntry in the affair is 
black and white 
by 10 inches 
will be 
mounted. 
should he 


store, 


means ot 
photographs 
although smaller ones 
Pictures 
hack of 


in size, 
mitst bye un 
the 
displayman's name, 
and the classification 
entered NO photo 


accepted 
Qn the 
listed the 

address, 
which it 


photograph 
his 
city, 
under is to be 


graphs wall be returned 


Winner of 
frederick Asmussen, 
Melbourne, Australia: for 
J. T. Chord, Stix Baer & Fuller, St 
for March, Joseph ‘| Sjursen, lrederick 
& Nelson, Seattle. \pril, \. Van Hol 
lander, Gaimbels, Philadelphia, for May, 
Sittard, Darmstadt, (ret 
for Schneider, The 
( rescent, Spokane, tor July, 
Ik. Alline, Matson New Orleans 
\ugust, J. P Kinsbergen 
I.td., Brussels, Belgium, for 
Shneer, I. Muller & 
tor October, Arthur 
electric Shavers, 


medal tor January 


The Myer 


the gold 


was keimpor 
jum, February. 


louis: 
To! 


Kauthot, 
June, J 


Heinz 
Howard 
Wash. : 
Blanche, 
Hans, A 
September, 
New York City 


Burke. Remington 


many, 
bernale 


ror 
Sid 
SONS, 
and 

Rand 


Phe 
had a 
4.626 


and 


Brigeport, Conn 


contest which was conducted in 1957 


total 
coming 


number ot entries 
the world 


The toy 


trom all parts ot 


establishing a new” record 
award, the 
Joseph — T. 
Seattle. Furst 
MeL: The 
while second 
The Myer 
Third place Was 
Marshall Field & Co 


sweepstake . prize, 
krederick & 
place Was W Ol} hy 
Marche, al 
lrederick Asmu 
Melbourne, Australia 
Virginia Pas 


Nelson 


Syursen, 


iren, Bon oO ot Seattlh 
went to 
kemporium, 
Wool by 


( hicago 


amounting to 


wen} td) 


Harol 








FOIL PAPERS 


BASE METAL — PUFFING FOIL 





ALL COLORS 


ALUFOIL PRODUCTS (CO., INC. 


15 FERRY ST., N. Y. 38, N. Y. 








FLAMEPROOFING 
FOR FABRICS AND PAPERS 


GIANT “<* 1.89 
(T/ 








INDUSTRIES INC. 
1211 East Fayette St., Box 122 
Syracuse, New York 

Write for literature 


a 


woo 





a 


‘mncoarpoe arise 


1S) WEST (8th oR. NEW YORK II N Y 





DISPLAY TURNTABLES 
® Heavy Duty © All Steel 
SIZES FROM 34" UP 





Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 £.134 S$¢#., Bronx 54,N. Y 


——" 





FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 








Highest Quality Wood Display Letters 


WOOD LETTERS 


20 Stock Alphabets from 1” to 12” high 


La aah 206 MAIN PROFESSIONAL BLDG 


104 W. FOURTH ST 
ROYAL OAK, MICHIGAN 
Write for descriptive literature and prices 








THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600. 1200 and 2500 


For outstanding features 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, California 


pounds 














SUPERB 


Decorative Hardware 
Display Ring & Matching 
Hooks in Brass or Chrome. 


Hundreds of Display Uses. 
Write for Free Brochure $ 


— 
aS 


ARTHUR V. LEONARD 
8944 Sagamore Road 
Kansas City 15, Me 








FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Johnston Ave. Jersey City, N. J. 

















rs rs oe i oe E lids 7 ’ +o ee s 
Wood letters for interior displays and 
directional signs. ..all styles and sizes 


in stock ready for immediate ship- 
ment. Write for catalog, price list. 


SPANJER BROTHERS 
1160 WN. Howe Street, Chicago 10, Iii. 
Halsey Road, Parsippany, N. J. 
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FEATHERS 
for DISPLAY 
OSTRICH FEATHERS 


all colors and sizes 
MARIBOU in 2 yard strings 


all colors 
Excellent delivery 


SOUTH AFRICAN FEATHER CO. 


1015 Filbert St.. Dept. W 
Philadelphia 7, Pa. WAlnut 5-5219 











STUDY 
WINDOW ODISP 
AT HOME 


Easy Home Study course showing 

how to do every phase of window 

display work. Merchants, display 
women and beginners will 
this course the finest of its 
School founded in 1905. 
Employers: Free to you 
namos of our graduates. 


Write for literature 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41, Ill. 


/) 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free piacement. 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 
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EXCITING! DESCRIBES DISPLAY 
IN NATION'S CAPITAL 


[Continued from page 31| 


framed card standing upright on a tripod 
on the extreme left of the grass. The frame's 
ornament in the center of the top corre- 
sponded subtly to the rosette in the arrange- 


ment at the right. 

A delicate tree covered with pink Japan- 
ese cherry blossoms occupied the space to 
the right of center, balancing the pyramidal 
and silk draped over the 
lamp-post’s cross-bar. Its highest leaves 
waved a tiny bit higher than the top of the 
lighted lamp and seemed to complement the 
lamp shade which had a small ornamental 
turret in the center 


mass of satin 


Directly in the foreground ot the window 
stood the May Sale symbolic piggy bank with 
one toot just off the grass. \ spotlight from 
the right was hidden behind one ot the two 
rounded that comprised 
wall, illumined the 
fabric dramatically. 


teasers side 
luxurious folds of 
It also pointed up the 
which read “Our Annual MAY 
SAVERS SALE. Bring all the 
Everybody saves in this storewide 
our 


each 
and 


copy card 
MONEY 
family 
sale in all 
floor tor fine savings 

Jelleffs Women’s Specialty Shop on I 
street has the distinction of being the only 
store in the 


stores 


Visit our Fabric 


with non-reflecting win 


Dick, display 


ATCA 
Willard R manager, 
and also in charge of store planning, says 


dows 
the windows are manutactured under a 
British Being curved, they do not 
reflect light and therefore give the 
that there are 


patent 
illusion 
no windows there. This free 


dom trom glare is a great advantage in 


window display; and the teeling of looking 
into the open store 1s one which seems never 

When 
window 
and 
dollars 
worth of turs, tor instance, they always do a 
“double-take” of the 


1s all to the good. 


to lose its tascination tor the public. 
potential 
where they 


customers glance into a 


could apparently reach in 


help themselves to thousands ot 


merchandise which 


Jelletfs has five stores in the Washington 
thrill at the beautiful 


alls ( hurch, Va. Store on ()ctober 23 


area. There was a 
new 
when Queen hrederika of Greece paid it a 
surprise le lizabeth’s 


Washington 


visit,’ recalling Queen 


unscheduled stop at a super 
fhe photograph shows a shoe de 


in the Falls Church store 


Market 
partment 
| he }< 


only 


Street Jellett's store 1s probably the 


store in the area which has a perma 

This 
wall of the 
ground floor, and depicts progressive states 
of trade Lhe 


tected by any 


nent, imterior stained-glass window. 


window 1s high in the back 


window has never been at 


remodeling projects because 


it seems to delight everyone, both visitors 


and customers of long standing 

Kann Company 
celebrated its 65th anni 
versary. Charles A. Merrill, display director, 
featured 


In October The >. 


department 


Sons 


Store 


live plants and autumn flowers in 
the windows and throughout the store. The 


window shown was exclusively a_ flower 


gravel on the visible 


The 


curtained 


garden surrounded by 
foot 
were 


portions of the window's back 


and side walls completely 


with gold shantung 


In the center at the back, emerging trom 
the thickly banked flowers, was a_ large 
white ornamental urn with a thick white 
lighted candle in the top. On the front of 
the urn was a white statue of a child play- 
ing a flute. Above the urn and spanning 
the distance of the back wall was a white 
wide banner notched at each end. One end 
of the banner was lightly folded back upon 
itself at an angle and on this section was 
printed in tall black figures “65th.” Across 
the remaining expanse of the banner was the 
word “Anniversary.” The garden 
profusion ot green and varicolored 
with coloring in the fall 

In all the other 
utilized 


was a 
plants 


riotous flowers. 


windows the same motit 
with mannequins, some 
standing and others seated on stone garden 
benches, and dressed in fall and 


was along 
costumes 
furs. 
COMING UP! 

New Year’s Day 
Petroleum Industry Centennial 

Begins Jan. 1-Dec. 31 
350th Anniversary of Settlement 

of Bermuda Jan. 1-Dec. 31 
Save the Pun Week Jan. 4-10 
National Franklin Thrift 

Observance 
World Religion Day 
National YMCA Week 
National Jaycee Week 
Robert E. Lee’s Birthday 
National Mr. X Day 
Youth Week Jan. 25-Feb. 1 
National Fur Care Week Jan. 26-Feb. 2 
Natonal Crime Prevention Week _ Feb. 8-14 
Advertising Week Feb. 8-14 
National Electrical Week Feb. 8-14 
National Beauty Salon Week Feb. 8-14 
Mardi Gras Feb. 10 
Abraham Lincoln’s Birthday Feb. 12 
St. Valentine’s Day Feb. 14 
Brotherhood Week Feb. 15-22 
National Cherry Week Feb. 15-21 
National Future Farmers of 

America Week 
George Washington’s Birthday 
Heart Sunday 
Sertoma’s Freedom Week 
Pencil Week 
1959 ‘Easter Seal 

Campaign 
National 4-H Club Week 
Girl Scout Week 
National Smile Week 
National Wildlife Week 
National Rice Week 
National Salesmen’s Week 
National Slenderizing Week 
National Wallpaper 

Month 


Jan. 1 


17-23 
Jan. 18 
Jan. 18-24 
Jan. 18-24 

Jan. 19 
Jan. 20 


Jan. 


Feb. 21-28 
Feb. 22 
Feb. 22 

Feb. 22-28 

Feb. 23-28 


Feb. 27-March 29 
Feb. 28-March 7 
March 8-14 
March 9-14 
March 15-21 
March 15-21 
March 15-21 
March 15-22 


March 15-April 15 
(also Sept. 15-Oct. 15) 
March 17 

March 29 


St. Patrick’s Day 
Easter Sunday 


(DISPLAY WORLD will be glad to 
furnish the name and address of any of the 
sponsors of the above-mentioned events. 
Many of them make available free posters 
or Other display material, as well as ideas 
for displays tying in with the occasion. 
Simply address your request to the Editor, 
DISPLAY WORLD, Cincinnati 1. 
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Used MANIKINS $10 


2-Piece Complete—as is. Crat- | ee WANTED $5.00 PER LOOUENS von TRIBUTION 1 
i J Store layout, planning, remodeling ere . on credit, occupy 
ing charge $250, F.O.B. New || Yor uizm. manning emedeting: 1 COLUMN INCH | wn buituinessavertinc exten 
or ° knowledge ot all phases or remodel KE = ) have ee a ent anal 
ing and store opening and planning ‘ffective with the January serve 9% of all display jobbers | 
MADISONIA A flare for layout and design. Can Leese the cont of ode in the the LLS.A. Send complete informa 
152 W. 25th St., New York l, make and execute own plans. Ex O ’ Sabie ere tion att J. G. REANEY, RED WING 
pportunity ACHANRKE Is PRODUCTS, New Hyde Park, N. Y 


N. , = Chelsea 3-1550 ecutive ability and now owner of 








a small fixture and display manu S5.00 per column inch. 


facturing shop and am selling be Ads for the Opportunity 








cause of a rofitable offer. Cs 

handle cionsiiiiiane. rea He oa PP tc E xchange should be type- SALESMEN WANTED to repre 
DISPLA YMEN tising. Can travel. 44 years old written if possible and ac- sent long established Los Angel 
: and happily married. College de companied by the proper manutacturer ot top decorative a1 
Well trained men are needed gree and special studies in adver remittance 
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ATTENDANCE, BUYING FAVORABLE 
AT SPRING MARKET WEEK 
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interested in this project and that it could 
well be implemented during 1959. Nathan 
Silverblatt reported for the promotion and 
publicity committee and recommended the 
preparation of a promotion booklet on dis- 
play for distribution to management and 
this won general approval. 

With this group interest, together 
the able services of NADI officers: Earl 
W. Gasthoff, president: Richard J. Adler, 
vice-president; Irwin Rhodes, secretary; 
Kdgar Moser, treasurer, and our manag- 
ing director, Gabriel M. Valenti, the 
ciation is in high gear for real accomplish- 
ment during the coming 


with 
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Letter Writing Week Displays 
Win Cash Prizes 

About $1,000 in cash have been 
distributed to 19 retail and to 
display director for window displays judg 
best in the annual Letter Writing Week 
competition sponsored by the Paper Station- 
ery and Tablet Manufacturers Association 
The 1958 National Letter Writing Week, 
October 5 to 11, sponsored by 31 correspond. 
paper manufacturers, was considered 
to be the most extensive and in 
the 21 years of the promotion. 

All photographic contest 
judged by a jury of three: William Katz, 
vice-president of the Display Division, 
Gibraltar Corrugated Paper Company, Jer 
City, N. J.: G. H. Valenti, managing 
director, National Association of Ditsplay 
Industries, New York City, and Noel FE 
Weber, Graphic Arts Designer, York 
City. Top prize in of five categories 
was $100. 

An extra award, 
vidual responsible for 
which best reflected the 
techniques of the display profession . The 
special award was presented to Miss Jerri 
Siwek, advertising manager of Kistler’s, 
Denver, Colorado. The window which won 
this award for Miss Siwek placed hirst 
the stationery store 

In the department store category, prize 
winners were: First, Bresee’s, Oneonta, N 
Y., Andrew J. Colby, display director; 
Second, Gimbel Brothers, Philadelphia, \ 
Van Hollander, display director; Third, 
Strouss-Hirshberg Company, Youngstown, 
Ohio, Earle W. Pratt, display director 
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DISPLAY WORLD 








Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 
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Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon . . . to turn out multiple 
cards faster and more economical than anything of its kind. It has proved so popular 
that we’ve taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 
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University Microrilms 
513 N Pirst St 
Ann Arbor Mich 
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ENTER NOW —DON'’T MISS THE 


1959 


DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 


DISPLAY WORLD's big contest for 1959 
gets under way January |. Decide now 
to take part. There are 65 merchandise 
and service classifications, and every dis- 
playman is eligible for the plaques and 
medal awards. This Eleventh International 
Display Contest — with 207 awards — will 
continue to prove an incentive to still better 
display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. It is our belief that 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
All displaymen are invited to participate. 


There are no restrictions. 














CLASSIFICATIONS 


Women's Dresses 
Women's Sportswear Yard Goods 
Women's Coats, Suits . Notions 

Furs . Linens, Bedding 
Bridal Displays “ae 
ee House Furnishings 
! ° 

ce Garments Paints, Wallpaper 
i aeaie: Whee Jewelry, Watches 
Women's Hosiery China, Glassware, 
Bags, Gloves, Accessories Silverware 
Cosmetics, Perfumes . Toys 

Bathing Suits, Beach Luggage 

Wear . Sporting Goods 
Children's and Infants’ 
Wear 

Teenage Apparel 
Men's Clothing 

Men's Shirts, Neckwear 
Men's Hats 

Men's Shoes 

Men's Underwear 
Men's Bathing Suits 
Men's Sweaters, Sports- 
wear 

Men's Gloves, Toiletries, 42. Groceries 
Accessories 43. Candy, Nuts 


OONON RW 


Radio, Television, 


Office Equipment, 
Supplies 


Stationery 

40. Drugs 

41. Tobacco, Smoking 
Accessories 


Men's Robes, Pajamas 


Musical Instruments 


Phonographs, Records 


39. Books, Greeting Cards, 


44. 
45. 
46. 


47. 
48. 


Liquor, Bottled Goods 
Hardware 

Auto Accessories, 
Equipment 

Auto Showrooms 
Major Appliances 
Minor Appliances 
Florist Displays 
Cameras, Equipment, 
Accessories 

Optical Goods 
Trave! Displays 
Exhibit Booths 

Floats 

Style Show Settings 
Institutional Displays 
Storewide Promotions 
Civic Displays 
Holiday Displays 
Special Event Displays 
Christmas Displays 
Christmas Interiors 
National Advertiser's 
Window Display 
National Advertiser's 
Display Unit 


Mail Your Entries to Contest Editor 


Top awards will be beautiful gold, silver and 
bronze plaques, and there will be gold, silver 
and bronze medals presented in each of 65 
classifications covering every type of mer- 
chandise. In addition, a gold medal will be 
awarded each month for the best display 
entered in the contest during that month. 
Thus there will be a total of 207 awards. 


Every displayman, no matter where, is invited 
to participate in this contest. There are no 
strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. 
Read the rules carefully and get your entries 


started today . and keep them coming. 


The more entries submitted, the better your 


chances for international recognition. 


RULES 


. Any displayman in the world may enter this contest; 
it is not necessary to be a subscriber to DISPLAY 
WORLD. 

. All entries must be of displays installed during the 
year 1959. 

. Entry is by means of one or more unmounted black- 

and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 
Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dexter 
& Sons, Kansas City, Mo. Classification No. 46”. 

. All entries become the property of DISPLAY WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

. Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the month”. The contest ends December 31, 1959. 

. The entry judged best in its classification will re- 
ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and a 
bronze medal. The entrant who receives the great- 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze plaque. 

. Each photograph entered will be eligible for only 
one classification. 

. Judging for the annual awards will be done by an 
outstanding board of well-known display authorities. 
Their decisions will be final. , 

. Judging for the monthly ‘Display of the Month” gold 
medal award will be done by the editorial staff of 
DISPLAY WORLD. Their decision will be final. 

. In case of a tie, duplicate awards will be made. 


DISPLAY WORLD, cincinnarT! 1, on!10 





